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The public knows it can a cool in its movies, its big stores cra its sdeainae| It e 4 
does not realize that the same comfort is available for the home and the. 
office. It is the appliance industry’s job to see that they are told and sold. 
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IT HAPPENS HERE, THERE, AND EVERYWHERE, EVERY DAY IN 
5,212 APEX STORES THROUGHOUT THE NATION ° 


@ This unsolicited letter from a small 
town Virginia dealer is typical evi- 
dence of the rapid tumover enjoyed 
by all aggressive Apex dealers. e For 
a quarter of a century the demand 
for Apex Appliances has been con- 
stantly increasing. Backed by national 
advertising and the most effective 


sales promotion... built of highest | 
quality and priced to meet the stiffest © 
competition ... Apex Appliances today | 
offer alert merchandisers greatest 
sales, fastest turnover, and largest 
profits. e You, too, can increase your 
sales with Apex. Write, wire, or ‘phone 
today for full franchise particulars. 


APEX ROTAREX CORPORATION « Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
West of Denver APEX ROTAREX MFG. CO.., Oakland, Cal. + In Canada ROGERS MAJESTIC CORP., LTD., Toronto, Ont. 
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Washer Prices  rerrrere 22 thing which was not true two or three 
Re 28 years back. 

ROM Detroit there comes re- Casters .. .......-... 6 
| er the statement that mo- Cord sets ............ 22 O we come to the nub of our argu- 
tor car prices for next year will Cadmium plating ..... 14 ment: Recent price raises have 
be up seven to ten per cent and higher. Copper ....---..:---. 33 been a help to the small dealer, Price 
Such items prepare the public mind —™ cartons ...... rs advances in the future will help him 
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for what it has been already led to ex- 
pect by strike news and the promi- 
nence given to rising commodity prices. 

And higher car prices will make 
easier the acceptance of the higher 
electrical appliance prices which are 
coming. For the increases in cost 
which every appliance manufacturer 
is experiencing will certainly be re- 
flected in higher prices to the con- 
sumer and the trade. 

Take washing machines, for an in- 
stance, because washer prices have 
been pushed to lower and more un- 
profitable levels than other major ap- 
pliances. 

One manufacturer told ELECTRI- 
CAL MERCHANDISING that be- 
tween January 1 and May 1, 1937, he 
had had three price raises in basic raw 
materials in parts entering into his 
washing machines. Here are the jumps 
that have already taken place: 


LL manufacturers are hit. Some 

with 5,000 motors or so tucked 
away and a lot of raw materials in 
storage, are able to coast along and 
keep their old lists for a while. Those 
that have not yet raised prices are 
“living on the fat of their ribs,” so to 
speak. However, price raises though 
uneven, are inevitable. 

The price cut volume getter is on its 
way out. Not only have prices started 
going up but the recent price raises 
cover only increases in raw materials 
and labor costs. They do not allow 
anything for promotion, which possi- 
bly was not needed when price alone 
was the argument. 

Obviously washing machines are 
again going to become specialty mer- 
chandise. Now they lack the argu- 
ment of bargain days. They are going 


still more—as manufacturers swing to 
the realization that the new specialty 
selling trend calls for promotion, ad- 
vertising, salesman commissions and 
bonus money, just as it did in the dear 
dead days of ten years ago. 

Once washer volume starts coming 
primarily through specialty operations, 
a man with a glass eye can see several 
events that will happen. Take the re- 
tail salesman, for instance. With a 10 
per cent top commission as an average 
he cannot afford to fool around with 
lower priced models. He must work 
on machines that are marked at $80 
or above. 

Second, with some 500,000 washers 
traded in last year, the trade-in is be- 
coming an increasingly important fac- 
tor. This must be covered in the 
mark-up. 

The day of the run away price mar- 
ket on washing machines is at an end. 
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me preach a sizzling sermon to that 

small group of maudlin merchants 
who, in attempting to gain all, lose 
everything! Let me take as my text 
an epistle lately received, one among 
many from salesmen throughout the 
country, singled out because it is not 
particularly peculiar but because it re- 
flects a cock-eyed state of thinking on 
the part of some merchants who won- 
der why they aren’t more brilliantly 
successful in the appliance business. 
This letter which I shall now quote 
and unquote has made a holy roller out 
of me—thank God that what I shall 
say is a warning to the minority. If 
the shoe pinches, better cut your 
corns ! 


|: good old camp meeting style, let 


May 12th, 1937 


“ELECTRICAL MERCHANDISING 

330 W. 42nd St., 

New York City 
Gentlemen : 

I have had the opportunity to 
read several issues of your maga- 
zine and note you stress the need 
of training for appliance sales peo- 
ple. How can I get that training? 

I am a housewife and had retail 
selling experience before marriage. 
I am now forty-six and on account 
of financial reverses must try to 
add to the family income. I can 
only give part of my time to it 
because I have a small child who 
is home from school at 3:45 and 
has a great propensity for sitting 
on nails or getting in jams gen- 
erally. I own and use an electric 
stove (eight years), a washer (six 
years), an ironer only occasionally, 
an electric sewing machine and a 
sweeper (about 15 years each), an 
iron (twenty years), an icebox (six 
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WHAT‘’S THE MATTER WITH ME? \ 
\'VE BEEN RINGING DOOR BELLS 
FOR 4 WEEKS BUT ALL DOORS 
ARE SLAMMED IN My FACE. -4 
































months), and am in the market 
for a dish washer if I had the 


price. 
I thought because I used all 
these appliances and was 


thoroughly sold on them myself, it 
would be an easy matter to sell 
them to others, but I find that 
isn’t so. I have a job canvassing 
for four weeks and so far have only 
sold a sweeper, and that was to a 
friend of mine. 

The man I work for doesn’t be- 
lieve in training sales people and 
in fact won’t even take me along 
when he is trying to make a sale 
himself altho I have asked him to. 

I have been so many years at 
the other end of the line trying 
to keep salesmen from making me 
sign on the dotted line that I can 
see the prospective customer’s 
point of view, and can’t use high 
pressure methods. Sometimes I 
can’t even get into the house. 

If you can give me any informa- 
tion as to how I can get training, 
I will be very grateful. 

Sincerely, 
A Connecticut Yankee 
PS: When I started in I didn’t 
mind ringing dorbells, but I have 
been rebuffed so often, it is hard 


work for me to go up to the door 
now.” 


J ‘HIS is the type of letter that 
makes my blood boil. It reflects 

the hopeless viewpoint of one of those 
rare, insensate dealers who fail to rec- 
ognize to what large estate they were 
born and who believe they can be selfish 


and survive. Tear the above letter 
apart. Recognize the tremendous as- 
set that this dealer is throwing out the 
window. Reread it—here’s an earnest 
woman, trained by use to an apprecia- 
tion of how electrical appliances en- 
rich homelife and who, without ques- 
tion, can explain the use advantages 
and savings of all appliances owned 
in a manner that will ‘make the pros- 
pect appreciate them. Further, she is 
on a spot, financially, that makes her 
yearn to perform successfully. Much 
further, she is of the age that breeds 
confidence and trust. With her tone 
and her responsibility, she can be 
counted upon to talk persuasively to 
any prospect. I'll wager her per- 
centage of closures to prospects would 
win the blue ribbon, and this mer- 
chant, failing to recognize the asset 
he has, puts her on cold canvass. Give 
her the chance to talk in friendly 
fashion and she could get many names 
on the dotted line. What he appears 
to be doing is to try to get her to 
find prospects by canvass that he can 
personally close and hog the profits. 
Reread this letter again, “How can I 
get that training?” ; “The man I work 
for doesn’t believe in training”; “He 
won’t take me along when he is at- 
tempting to make a sale himself”; 
“When I started in I didn’t mind 
ringing doorbells but I have been re- 
buffed so, often”. 


Of course, this feminine Connecticut 
Yankee is working for the wrong guy. 
She ought to change her location and 
I know that in her particular town 
there are real appliance merchants 
who would recognize her earnestness, 
prowess and desire for training. But 
the thing I get out of this letter, more 
than anything else, is why a bird like 
that ever got into the appliance mer- 
chandising business—wilfully throwing 
away the greatest asset he has. Verily, 
except a merchant knows how to man- 
ipulate the human factor, he shall 
surely fail. And I am not paging 
Dale Carnegie—that lesson has been 
demonstrated since the beginning of 
electrical merchandising. 


“’ REATER than the leading lines 

3 he carries, greater than his store 
location and equipment, greater than 
his financial assets ; the merchant’s abil- 
ity to enlist, train, enthuse and bring 
out the extra effort of his selling or- 
ganization is his one great asset. In 
purely impulse lines, such as cigarettes, 
he can rely upon voluntary store traf- 
fic to give him a volume and a veloc- 
ity, irrespective of the personal per- 
formance of his clerks... But not so in 
appliance merchandising. The adver- 
tising which the manufacturer, dis- 
tributor and he does, creates an ac- 
ceptance but not a demand. All that 
promotional investment lies unexploit- 
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ed unless he enlists and energizes a 
selling organization which loyally 
fights for him, which recognizes his 
fairness and his willingness to give 
them a break. Here and there, how- 
ever, there are those sporadic dealers, 
selfishly toned and with none of the 
appreciations for the real assets of 
appliance merchandising, who will at- 
tempt to get along by misusing the 
greatest asset they have, the personali- 
ties of their sales organization, in a 
manner such as they would never 
attempt to misuse their physical mer- 
chandise. 

I'll bet this particular merchant 
wouldn’t go up to a line of refrigera- 
tors he handles and batter them with 
an axe. He’d think anyone insane 
who attempted it—in fact, he’d be the 
first duke to call the police, yelling 
that there was a crazy man in his 
store. But, in relation to this splendid 
saleswoman who is on a spot where 
she wants to perform, has to perform, 
and has the experience to really sell, 
he is taking a mental axe and clipping 
her on the head—without realizing 
that. he can only succeed as he makes 
it possible for her to succeed. Such 
as he are sales damagers—they cannot 
manage anything except their own self- 
ishness ! 

“Where will I get this training? 
The man I work for doesn’t believe in 
training sales people”. He’s probably 
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‘“ HERE (SALIST OF PEOPLE 

MR. SMITH, WILL WHO HAVE BOUGHT OTHER THANK YOu FOR : 

YOU PLEASE TELL APPLIANCES FROM US - THE Pa > iM GLAD you 

ME WHERE My THEY’LL LET YOu TALK CALLED 

FAULT LIES TO THEM THANKS, — 
BOSS/ 

















Greater than the leading lines he 


carries, greater than his store loca- 


tion and equipment, greater than 


his financial assets, the merchant’s 


ability to enlist, train, enthuse and 
bring out the extra effort of his 
selling organization 1s his one great 


asset. 


By G. E. STEDMAN 


one of those rare dealers, destined to 
fail, who wants to hog everything 
himself and who hasn’t learned the 
important merchandising lesson that 
success comes from training and stim- 
ulating others. He’d rather make a 
commission on a single deal today 
than to get the enlarged earnings from 
the multiple sales effect of an entire 
organization tomorrow. He’s like the 
corporal who forgot he commanded 
a squad, and thought the war could be 
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won only by the corporals doing bat- 
tle. There is a second lieutenant com- 
plex in too many of us in the sales 
field—and for such as they, when a 
wound comes, it is usually from be- 
hind. Damn! This letter makes my 
blood boil. That can be readily seen. 

There are certain generic basics of 
sales training which we of Electrical 
Merchandising are constantly alert to 
discover. We gather them from the 
successful practise of thousands of 






































performers on the sales field. We 
analyze, digest and report them month 
by month. Our ambition is to mobi- 
lize and organize—the merchant’s re- 
sponsibility is to vitalize and utilize 
them. “How can I get sales train- 
ing?”’—the rudiments from reading 
Electrical Merchandising each month; 
the fact of daily application from the 
merchant. Application of ideas pub- 
lished is up to the merchant, and he is 
only a dealer who ignores the respon- 
sibility of pointing out the application 
of these basic ideas which we go to 
such trouble to find. 

The merchant who is most success- 
ful recognizes himself as a teacher 
rather than as one of the class. He 
searches out practical training slants 
which, in weekly sales meeting or 
otherwise, he can transmit to his or- 
ganization, giving them the local tone 
and technique that will be most suc- 
cessful in the production of sales. 
Funny that only 51 percent of appli- 
ance merchants hold weekly sales 
meetings. Peculiar, too, that among 
these who hold them, it is usually a 
harangue about prospects. Particular- 
ly unfortunate when we have through- 
out the country such saleswomen as 
of the letter quoted who want some- 
thing more than a bawling out. 

Magic word of merchant success is 
multiplicity. If he can enlarge his 

(Please turn to page 30) 
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Range Busines\o 


In Los Angeles 





With nearly 2,000 units sold in the spring 
campaign and the Bureau of Power & Light 
backing up dealers with testing and sales, 
load-building equipment installations are 


breaking all records 


By Clotilde Grunsky 


OME 200 dealers, fourteen manu- 
facturers and the Bureau of 
Power and Light staged a range 

and water heater campaign in Los 
Angeles this spring. More than 500 
ranges and water heaters were sold 
in March, another 700 units in April; 
by the first of May there had been 
than ever before 
during a like period in Los Angeles 
history—and the offer was extended 
to May 22. What 
teresting about the drive is that many 


more ranges sold 


is especially in- 


of its features are not campaign stuff 
at all, but rather 
chandising 


are permanent mer- 
methods which will un- 
doubtedly become part of the range 
selling picture in Los Angeles for all 
time. 

It is high grade merchandise which 
was sold, the average running around 


$140 per sale. Each range eligible 
for the terms had four high speed 


surface units, a large oven and elec- 


tric clock control. Financing was 
under the EHFA, nothing down, and 
$2.75 per month, payable with the 


electric light bill. 

The Bureau, which does no direct 
merchandising itself, was active in its 
cooperation with the dealers. A sales 
staff of twenty or more salesmen was 
maintained. These men are on civil 
$50 minimum 
salary, in return for which they are 
expected to devote 34 hours daily to 
Bureau service. The remainder of 
their time is devoted to selling in the 
interest of dealers. For this ihey re- 
ceive a 10 per cent commission, with a 


service, receiving a 


two per cent override for sales made 
through dealers. Their work for the 
Bureau consists of a cold canvass of 
every home in the district to which 
they are assigned. Cold to the idea 
at first, the salesmen are coming to 
recognize this survey as their best 
source of prospects. At the same time 
that they canvass the range possibili 
ties they are tabulating also the ap- 
pliance use of every 
Angeles. To date 10,000 homes have 
been covered and results are being 
analysed and tabulated by A. C. Hall, 
marketing speciaiist for the Bureau. 


home in Los 
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Dealers have added salesmen of 
their own as business has increased. 
In order to protect the interests of the 
Bureau cooperative workers and the 
dealer’s own representatives a system 
of registering prospects has been 
worked out which gives the man initi- 
ating the negotiations full credit for 
the work he puts in. All range sales- 
men, both of the dealer’s and the 
Bureau staff are given a thorough 
training at the Bureau in the special 
intricacies of range and water heater 
selling and of electric cookery. 

It is on the Bureau’s program that 
eventually the problem of sales man- 
agement of dealer salesmen will also 
be worked out cooperatively. 

In the meantime, the Bureau is help- 
ing in another way through its test 
and delivery service for dealers. Under 
the old system, range deliveries were 
made direct to the customer’s home 
from the dealer’s stock, or from the 
warehouse of the distributor on 
dealer’s order. Usually the range 
arrived in a crate, which meant that 
it must be unpacked in the garage or 
the back porch and assembled more 
or less in the customer’s presence, 
with considerable cluttering of the 
floor and general disturbance of family 
routine. Sometimes the range was 
found defective or the accidents of 
delivery and installation resulted in 
some injury which necessitated send- 
ing for a replacement part. When 
actually installed, there was no guar- 
anty that one of those very occasional 
defects might not show up in service, 
causing annoyance and delay. 

The Bureau felt that few dealers 
were adequately equipped to handle 
deliveries and inspection—and they de- 
cided to take over this part of the 
work. A test platform was set up at 
1347 Wright St. and manned with 
some 35 inspectors. Here dealers sent 
ranges and water heaters after a sale. 
instead of delivering them direct to 
the customer’s home. 

What really happens is that the 
dealer keeps only a sample stock on 
hand, from which his sales are made? 
Delivery is then made direct to the 





Ranges are tested before delivery in Los Angeles. 


Bureau’s test platform from the dis- 
tributors stock. Inspection starts at 
The range is first uncrated and 
examined for superficial defects such 
as chipped or broken porcelain. If 
defects are found, word is sent, not to 
the dealer, but direct to the distributor 
for the needed replacements. 

Inner parts are next carefully in- 
spected, units are tested. The running 
test is made with every unit on for a 
2-hour period. The action of switches 
and the temperature control mechanism 
are checked and adjustments are made 
wherever necessary. When any range 
performance or working part is found 
to be substandard, the manufacturer is 
informed of the findings, with the re- 
sult that many advances have been 
made in range construction as a result 
of reports on minor defects made 
through these tests. 

A similar procedure covers water 
heaters. While this equipment is not 
uncrated, it is carefully checked for 
size and gallon capacity. The type of 
thermostat and the size and position 
of the two heating elements are ex- 
amined. Both range and water heater 
must be approved in order to be 
eligible for the special rate and free 
wiring offer of the Bureau. 

In the meantime, on receipt of notice 
of the sale, wiring of the premises 
under the Bureau’s free wiring offer 
is assigned to a qualified contractor, 


once. 


so that by the time the range or water 
heater are ready for delivery, the 
customer’s home is ready to receive 
them. 

Delivery is made in the Bureau’s 
well appointed trucks, each of which 
bears an electric cooking slogan on its 
side, with three men in clean starched 
coats, also bearing the “cook elec- 
trically” message on their backs. They 
handle the range easily and quickly, 
plug it into the waiting receptacle and 
give the new owner brief instructions 
as to its use and care. An envelope 
of printed instructions is left with her, 
which contains a letter of greeting 
and congratulation from the Bureau’s 
Business Agent, Burdette Moody, 
pointing out the simplicity of opera- 
tion of the electric range and announc- 
ing the call of one of the Bureau’s 
home economists within the next few 
days. A pamphlet of advice on such 
subjects as “Surface cooking units,” 
“Savings in current,” “A Tip on 
roasts,” “Baking hints,” “Adjusting 
the oven vent,” “Keeping the oven 
clean,” “Cleaning the surface units” 
and “Cleaning the range exterior” is 
also included. In order to emphasize 
the free service available in case of 
difficulty, the customer is given a 
sticker to paste near the range which 
gives the telephone number to call 
for a home demonstration and also the 

(Please turn to page 62) 
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on the Coast 


In Northern California 





Cecil Halstead of Santa Rosa illustrates a primitive method of cooking, good on 
a camping trip, but wasteful when practiced on the wood. stove in the kitchen. 


AYTIME was range time in 
California. Throughout the 
northern part of the state, the 


Pacific Gas and Electric Company 
sponsored an electric range campaign 
running from May 1 to May 31 in- 
clusive, of which the principle feature 
was a trade-in discount of $15 allowed 
on the sale of ranges of which the 
retail price was $139.50 or over, and 
which were provided with an auto- 
matic oven timing device. This allow- 
ance was shared between the dealer 
and the manufacturer. The P.G. & E. 
ran an extensive advertising campaign, 
including newspaper advertising, radio 
broadcasts, billboards and billstickers. 
They furnished display cards for 
dealer use and ran a prize contest on 
“Why I Like the New Electric 
Ranges” in P.G. & E. Progress, sent 
out to 500,000 customers. 

Through arrangements with the 
Ball Bros. Fruit Jar Company and 
the Hotpoint Company, demonstrators 
from each of these manufacturers as- 
sisted by conducting a series of oven 
canning and cooking schools before 
groups of housewives in women’s 
clubs, Legion Halls or other auditori- 
ums in a number of the towns and 
country districts. Dealers tied in with 
these events by window displays and 
advertising. 

In carrying out its dealer coopera- 
tive policies, the Pacific Gas & Elec- 
tric Company followed its new policy 
of leaving the details of method to 
the initiative of each of its different 
divisions. 

In San Jose, for instance, a school 
for dealer salesmen proved an effec- 
tive way of building sales. In Sacra- 
mento, dealer meetings were held in 
each of the centers of population— 
and letters were mailed to all prospects 
enclosing manufacturer’s literature, as 
well as details of the present offer. 
Three of other divisions joined in a 
dealer salesmen quota contest, each di- 


vision competing against the work of 
the other divisions. Dealer cooking 
schools, dealer meetings, special prizes 
for salesmen and cooking classes for 
prospects were planned in other sec- 
tions of the territory. 

Al Walker of the Northern Bay 
district introduced what was perhaps 
the most original method of promoting 
dealer sales through his series of 
“range councils.” What happened was 
that the dealers and dealer salesmen 
were reached personally well in ad- 
vance of the opening of the campaign. 
just to talk things over and to see just 
what was needed to help make the 
event a success. These meetings be- 
tween the power company representa- 
tive and one or two dealers, with their 
salesmen, brought out the fact that 
few dealers felt that they were in a 
position to merchandise ranges or 
water heaters effectively, the difficulty 
in most cases being that the dealer’s 
salesmen were not trained to sell this 
equipment. 

So general was this situation that 
the solution suggested itself. Would 
the dealers like training for their 
salesmen? They would! Out of these 
personal talks the range councils were 
born. They were planned in two 
series of six meetings each held once 
a week in the evening at strategic 
points in the district where salesmen 
could conveniently attend. 

The director in charge of these 
meetings took into consideration the 
fact that many excellent sales courses 
are provided by manufacturers to help 
those selling their products. The work 
of the councils was designed not to 
replace but to supplement such courses. 
Nor was it intended to teach salesman- 
ship, but rather the application of its 
principles to range selling in a specific 
field. The data and help furnished 
was intentionally local, centering in- 
terest on the actual problems which 

(Please turn to page 63) 
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Pacific Gas & Electric’s big spring cam- 
paign featured trade-ins and promotion 
through local cookery councils 


They held a similar series of meetings in Santa Rosa, another population center 
of predominantly rural district. 





The members of the audience don caps and aprons and take an active part in the 
proceedings. 
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(Right) The Chicago Golf Club where the summer 
meeting of the American Washing Machine Manu- 
facturers Association was held. This was taken so 
Walter Hunt can prove to home friends it wasn't a 
dive 


(Below) R. D. Hunt of Dexter stops eating to read a 
letter to Joe G. Bohnen, secretary of the Association 


Photographs by TOM F. BLACKBURN 


Lou Upton, 1900, is talking to W. W. Galbreath of It's this way about that new Bendix washer, John 
Alliance Porcelain Products. In the background is Chamberlain tells Les Moffatt of Electrical Merchan- 
Walter Hunt, Dexter, and George Keltie of American dising 

Wringer 





ABC's Glen Frank points the time—two-fifteen, and L. L. Shawber and W. J. Russell of Westinghouse G. J. Seaman listening to “Doc” Boone and H. C. 
tells Fred Dechant to get away from that table shown responding to the dinner gong Wolf of Mullins Mfg. Corp. tell a story 
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(Right) A shot that caught Bennett Chappel of 
American Rolling Mills totally unawares 


(Below) Turning an honest penny. Seated, left to 
right, R. W. Randall, sales manager of motor division 
for Briggs & Stratton hands over things to V. F. Hen- 
non of Barlow & Seelig, while Ed Oehler, Briggs & 
Stratton, looks on 


DR lee TSS 


~_ 
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George F. Brewer of Ernst & Ernst, accountants, makes 
a mathematical gesture under the nose of Neal Galla- 
gher of Automatic 


- 


F. W. Werckle of Haag Bros. broke bread with S. E. 
egy of Goodrich Rubber and H. C. Wolf of 
ullins 











J. C. Nelson, president of 
Easy Washing Machine Co. 


It's the duty of C. G. 
Frontz, president of Apex 
Electric Mfg. Company 
and the Association, to 
look pleasant for photog- 
raphers 





“Two teaspoons, thank you,” Walter K. Voss tells T. J. J. Paul Nelligan of Easy noticing what's new in mufflers 
Egan, of Emerson Electric. At right is L. F. Blough, on Ed N. Hurley, Jr. 


also of Emerson, 





Feeding time for L. C. Upton of 1900, S. E. Nickerson Left to right we see Charley Woodin of Maytag, 

of Goodrich Rubber and Ed Doll of Lovell Chas. A. Morrow, vice president in charge of sales, 
Mullins Mfg. Co., Sid Holland of Holland-Rieger and 
Art Labisky of Barton Corp. 
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Utility ommercialVl 


Smorgasbord-style, Bill Kramer, Philadelphia | 
Electric Co., breaks bread with L. G. Barrow and 
Ed. Holmberg of the Brooklyn Edison Co. 


Edison Electric Institute 


meets in Chicago 


June 1-4 


Photographs by TOM F. BLACKBURN 





In from San Francisco's Pacific Gas & Electric 

Co. came R. E. Fisher to coffee kliaesch with 

C. E. Greenwood, EEI, and E. W. Lloyd, vice- 

president in charge of sales, Commonwealth 
Edison Co., Chicago. 


Intense moments between G. K. Hardacre, mer- 

chandise sales promotion manager, and J. R. 

Pershall, advertising and merchandise sales 

manager. Both are with Public Service of 
Northern Illinois. 


Here’s Joe Porter, Jr. of the Kansas City Power & 
Light Co. putting out a fire. 





Samuel Insull Jr., of Chicago, had time for a Crooking his camera under a gentleman’s nose, your p 
word with Larry Skutt of the Frigidaire branch grapher was able to snap Hugh Thuerk and Hull Henry, both 
in Chicago. of Utility Management, New York City. 


Here you see Harvey Keys, of Byllesby, joining Among the ‘big shots’ present were Herman Russell of Rochester 

in the merry laughter of Gardner Howland, Gas & Electric Co., Rochester, N. Y., E. L. Phillip, President, Long 

manager of merchandise sales department, Com- Island Lighting Co., New York City, and James W. Carpenter. 
monwealth Edison Co., Chicago gen. mgr., of the same utility. 









alVlen at the Palmer House 













Geo. Miller of the Cleveland Electric Illuminating 
Co. had a chance to talk with C. W. Bradley of 
Public Service Co. of Northern Illinois. 














+= 
é an Present to launch his range campaign was E. J. Biechler, general Like Jack Spratt, C. A. Nash licked the platter 
a. ee ger of Frigidaire, who is shown in the center of the picture clean. He is vice-president in charge of sales 
wad | es flanked by Samuel Insull, Jr. of Commonwealth Edison, Col. R. P. promotion for the United Light & Power, Engi- 
ns Robinson of Lord & Thomas, and John Walker of Frigidaire, neering & Const. Co., Davenport, Iowa, 








i Seeing nothing further to eat, G. B. Richardson, 


‘e, mer- commercial manager of the Texas Power & Light 
id j. R. Co., Dallas, starts twirling his thumbs. 

/ gales © 

vice of 

ower & Out to garner new ideas was L. G. Barrow, ad- 


vertising manager for the Brooklyn Edison Co. 





Walter Sammis, of the Commonwealth & Southern, New York L. R. Parker, facing the camera, of the Common- 
City, had a chat with J. H. Walker, utility specialist for Frigidaire. wealth & Southern Corp. is shown in an intensely 
preoccupied moment. 








G. E. Whitwell of the Philadelphia Electric Co., 


Against a romantic background W. C. Mullendore, Southern and Joe Rushton, formerly of the same company, 
California Edison, Los Angeles, held a reunion with R. E. now with the Frigidaire range division, have a 
Hamilton, vice president for Stone & Webster New York City. big smile for the camera man. 
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MODEL 33. Brand new! In a 


white . . . medium price. Swinging 
table-top. Extension shelves. Adjust- 
able knee control. Chromium plated 
shoe (full floating). Double open ends. 
100 lbs. adjustable pressure. 


10 

















MODEL 18. Snowy White Fin- 
ish . . . Patented thorough- 
washing EASY Spiralator. 
EASY Dual-Release Wring- 
er. Safest Wringer made. 
GAS ENGINE MODELS. Many 
models equipped with Briggs- 
Stratton gasoline engines for 
homes without electricity. 











ll 
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MODEL 5DS. EASY Spiralator washin 
action combined with famous EAS 
Damp-Dryer. Affords absolute personal 
safety; saves washing, mending, iron- 
ing, drying time, odel 3U same 
as SDS with Vacuum Cup action. 
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20% more gross profit on every washer sale! That’s how the 
1937 senene of the average EASY dealer compares with his 
competitor. You, too, can make more money by selling EASY 
Washers and Ironers. EASY dealers have exclusive EASY fea- 
tures to sell... — advantages that help them “trade-up” 
customers to the higher-priced, higher-profit EASY models. Many 
EASY dealers make most of their sales on the EASY models re- 
tailing for $100 or more. That’s the EASY way to digger profits! 


And there’s a reason for it. EASY has produced a formula to in- 
crease sales and profits of EASY dealers. It’s a proved formula 
. - - developed by sixty years of successful operation . . . finest 
quality merchandise... tested sales helps... 24-hour service on 
parts ...aresearch department that brings major washer improve- 
ments to EASY dealers FIRST. 


Ride with the winner . . . it’s EASY. Sales and profits for EASY 
dealers were good in 1936. They are better in 1937. Spectacu- 
lar new selling aids are going out to EASY dealers daily. EASY 
service is being stepped up to a new high in efficiency. It’s going 
to be a big year for EASY dealers. Write today for the EASY 
profit plan ...the EASY way to make more money. 


EASY WASHING MACHINE CORP., SYRACUSE, N. Y. 
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Briggs & Stratton 4 cycle gas- 

-# oline motors are better known on \4 
American farms than much of the 
equipment they drive ... There are two 
principal reasons for this. First: Old Father 
Time has watched their fine performance 
for over twenty years and has seen them 
make millions of loyal friends. Secondly: 
These small motors are widely advertised 


§ in publications which farmers read. Twenty- 
% four leading farm papers now carry Briggs 


& Stratton advertising — a powerful sales 
force which can be put to work for you... 
The sale of any small gasoline powered 
equipment is more than half made when 
your customer sees the famous Briggs & 
Stratton trademark on the motor... All you 
have to do to capitalize on this remarkable 
acceptance is to insist that the equip- 
ment you sell be powered by 
Briggs & Stratton. 


BRIGGS & STRATTON CORP. 
Milwaukee, Wis., U. S. A. 


[BRIGGS&STRAT 


GASOLINE 
MOTORS 
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1 Down 


Washer-Lane of Dayton 
tells how to deal with 
those who are slow in 


learning the credit story 






S the lock rattled in the South 


Jefferson Street store of 

Washer-Lane, Howard Lane’s 
voice floated through the opening por- 
tal. “Franklin,” he was saying, “I am 
going to be honest with you and tell 
you that we are not justified in selling 
you a washing machine at $1 down 
and $1 a week. The Credit Associa- 
tion tells me that you haven’t paid out 
on several deals you have been in. 
In fact, they say that several stores 
around town have turned you down. 
Now I know that fellows get into 
jams, but I believe that everybody 
realizes it is worthwhile to build up 
his credit. I think you'll play ball with 
me, and so I’m going to take a chance. 
There is just one thing, however— 
please remember this. If you miss your 
payments we are going to come right 
down and get that machine. We’re not 
going to write you any letters and beat 
about the bush over it. If you feel you 
can play ball with us on this basis 
we'll go ahead with it.” 












Be generous on terms, and strict in application, 


advocates Howard Lane. 


No outside salesmen in store today. 


alone helps sell. 





There, in a nutshell, is the gist of 
Howard Lane’s dollar-down and dol- 
lar-a-week sales plan for washing ma- 
chines. 

If he can sell 100-a month and pull 
5, he’s still ahead in the game, he 
figures. Weekly payments keep the 
house in close touch with its trade. 
Most of the poor deals default early 
in the game and Mr. Lane gets his 
machine back in first,class condition. 

Naturally only the lowest price 
washers are sold on this $1 a week 
basis but the proposition gets action 
from all customers. Howard Lane 
judges what to sell by the kind of a 
job the husband has. If it’s a good 
job he trades him up. Credit ratings 
are not a reliable guide any more, he 
feels, as the depression hurt so many 
families’ standing. With negroes he 
has two means of checking up on them. 
He finds how good a job the negro 
has and how long it has been since he 
has moved. A colored family which 
moves frequently is a bad risk. 
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Mrs. Lane 


“Our greatest trouble,” says How- 
ard Lane, “is in selling customers on 
the idea of accepting a small trade in 
allowance when they purchase a low 
priced machine. We offer them $3 on 
their old washer when they buy a new 
outfit listing at $60. Naturally they 
buck, and our most effective proposi- 
tion has been to offer the customer $3 
as a down payment on his new ma- 
chine, sell the second hand one for 
him and give him the balance over 
that.” 

With the better grade customers Mr. 
Lane does not wield so sharp an axe 
on his pulls. Failure to meet payment 
usually brings a letter demanding a 
$25 payment, which usually causes the 
customer to rush in in astonishment. 
No action from this letter results in a 
pull within 60 days. The house, inci- 
dentally, carries its own paper. 

The store allows $1 a unit for ad- 


1 A Weeb... 
and Watch 


The Payments! 


vertising which is matched by some 
of the manufacturers. The house sells 
a ratio of about one spinner to 100 
agitator type washers. On all service 
calls a new washing machine is taken 
out to the customer while the old one 
is being repaired. It is a great sales 
help. Washer-Lane does not try to 
make any money on its service. It 
uses it to get tips. 

“Used machines accepted as trade- 
ins are a problem to us,” says Mr. Lane. 
“We can sell new washers to nine out 
of ten prospects who come in and ask 
for used machines, which we naturally 
do. What should we do with our 
second-hand machines ?” 

Seven years ago Electrical Merchan- 
dising carried a story on Washer-Lane 
when he astonished the country by 
selling machines for a 75¢ down pay- 
ment. Today the army of salesmen 
he has working for him have disap- 
peared. Present low prices do not per- 
mit outside men to make a living, Mr. 
Lane states. Virtually .all of the 
store’s business comes from walk-in 
trade, and Mr. and Mrs. Lane consti- 
tute the entire sales force that meets 
the public.; Instead of $120 to $150 per 
sale the average today is around $60. 
Howard Lane still favors low down 
payments, local advertising, and a lot 
of merchandise as the best means of 
getting a play from washer prospects. 
Prominently displayed are Fairbanks- 
Morse, Crosley, Speed Queen, Haog, 
Maytag and Easy washers, and in fact, 
nearly any make can be seen. Origi- 
nally an exclusive washer shop, today 
refrigerators are making their appear- 
ance in the store though the bulk of 
the business is done on washing ma- 
chines. 





Washer-Lane depends on location and advertising for prospects. 
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Hotpoint 


Chieftains 


Photographs by TOM F. BLACKBURN 


A bunch of big wigs—Ray W. Turnbull, vice president in charge 
of sales, John Nee, district manager, A. W. Peterson, district 
manager Kansas City, Mo., and Adolph Rebensburg, statistician 


Left—C. P. Myrick, Boston 

divisional manager, gets the 

lowdown from Bernice Lowen, 
home economist 


August Jaeger, water heater generalissimo, gets some 
, : ; ee figures from P. L. Griffin, auditor. That's David C. Marble, 
Right — Woman's influence F e range sales manager in the background 
brings a merry mood to F. Le 
B. Williams, new district man- 
ager from Atlanta, H. K. 
Deewees, manager Central 
Northwest district and Jim 
Parker, assistant range man- 
ager. Mary Schwinn, home 
economist is doing the talking 


Below—John Nee, district 
manager, is settling down to 
business with Heman Green- 
wood, new district manager 


in New York 


David C. Marble, range sales manager, demonstrates how comfortable Hotpoint 
conference chairs are 
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EXCLUSIVE DEALERSHIP 
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Model D—The SUPER BLUE FLASH Model B—The BLUE FLASH 


@ Sold under easy Monthly Terms 
or Meter Payment Plan! 


@ No Down Payment! 
@ Pays Its Own Way In Extra Beverage Profits 
@ Retail Merchandising Program Builds Customers! 


In addition to offering your prospects an all-purpose, wet and dry 
Cooler and Refrigerator, on which you can guarantee immediate 
delivery you can also offer them easy monthly terms meter pay- 
ment plan. Free tested Merchandising and Advertising program 
builds sales and makes it easy for your customer to pay for the 
fore) (-1amelth Meo) Meolaitlol M-> ¢igeMl olasliice 


BLUE -FLASH 


For the first time in history, the Brunswick- 


Balke-Collender Company offers you an 
exclusive dealership on the fastest-selling 
Bottled Beverage Cooler on the market— 
the famous Blue Flash! 


@NO STOCK TO CARRY! 
@ ATTRACTIVE DISCOUNTS ! 


@ IMMEDIATE DELIVERIES! 


Get all the facts about this Blue Flash Dealer- 
ship. Territories will be closed rapidly! Learn 
how you can add this splendid new source 
of profits to your present line. Find out how 
youcan getthese extra profits without making 
a big investment—without having to carry a 
large stock. See for yourself how- Bottled 
Beverage retailers everywhere enthuse over 
the bottled beverage profits that this mer- 
chandising cooler brings them. Learn all 
about the exclusive Brunswick Retail Mer- 
chandising Plan, as well as the many fine 
engineering features that make this 
3 purpose cooler the finest that money 
can buy! There’s a coupon below 
for your convenience. 


BLUE FLASH LEADS ALL 
COOLERS IN SALES 


1936 Volume 
Now Tripled 


This year Blue Flash 
Sales are skyrocket- 
ing! Already, sales are 
three times as great 
as they were in 1936! 
The marked swing to 
Blue Flash is in prog- 
ress. This famous ‘Mer- 
chandising Cooler’’ 
shows greater sales in- 
crease than any other. 


4000 Units Sold 
in One Territory! 


In one territory alone, 
over 4000 units were 
purchased by cus- 
tomers who sell bottled 
beverages. The market 
is tremendous. The 
opportunity for repu- 
table Dealers is great. 


GET THE FULL BENEFITS AT ONCE 


THE BRUNSWICK-BALKE-COLLENDER COMPANY 


Appliance Division E1, 


625 South Wabash Avenue, Chicago, Illinois. 


Gentlemen: 


Send me full details of your Exclusive Dealership on Blue Flash 
Bottled Beverage Coolers immediately. I am attaching my business 
letterhead. It is understood, of course, that this request for infor- 


mation does not obligate me in any way. 


The BRUNSWICK -BALKE-COLLENDER CO. 


Established 1845 


625 S. WABASH AVENUE ® APPLIANCE DIVISION ® CHICAGO, ILLINOIS 
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Successtul washer dealer B. L. 
Shuey of Dayton, Ohio, demon- 
strates the features of a washer 
to a prospect. 


Cold Cianvass 













DID IT 


‘s F YOU go @& on an average 
street corner and-ask every man 
that comes along to sock you on 

the"tiosé, the first three or four offers 

probably won't results. * But 
mister, as certain as God makes little 
apples, the fifth or sixth man that 
comes along will hang one on your 
beezer that will not only put your nose 
in a sling month but redeem 
your faith in cold canvass, forever.” 
Such is the sales psychology of one 

Russell L. Shuey, Westinghouse laun- 

dry equipment dealer down in Dayton, 

Ohio, who is not concerned with the 


bring 


for a 


“Any dealer can do what I've done. 
I have no special secret formula, but 
[ have established a few principles, 
and by constantly plugging along, day 
and night, I’ve been able to sell enough 
washers to show a profit, and a very 
satisfactory profit,” so says Shuey. 

However, other activities of the 
Dayton dealer are noticeable immedi- 
ately on entering his store. He has 
a generous supply of washers on his 
floor,—not one or two models to sub- 
stantiate a rumor that he’s in the 
washer business, but ten or twelve 


models to show the line and to add 





Dayton dealer Shuey listens to 


Westinghouse representative 
George W. Jahn, merchandise 
manager of Michols Electric Co. 


remarkable sales record he has made, 
but is only interested in selling even 
more washers than he has in the past. 

Shuey’s psychology is expressed in 
the opening paragraph, and incident- 
ally those are his own words. He has 
hitched his wagon to the cold canvass 
star, and as a result he is “doing quite 
well, thank you!” He attributes some 
of the success he has had in selling 
washers to other factors, but insists 
that the majority of his sales come 
as a result of the continuous effort on 
the part of his salesmen to knock on 
doors and find out if the housewife 
wants to buy a washer, 


A Westinghouse washer 
been through a fire and is still in 
excellent 
brings 






that's 





condition 
Shuey's. 


operating 
prospects into 











‘YGUH 


Peer!” ese ht 


Up to May 1, Shuey of Dayton 

had sold over 100 washers 

since the first of the year— 

and he’s still sticking by the 
law of averages 











J. 


; 


| 45 


~~ 


to the over-all impression of activity. 

In the past year Shuey has been 
able to “Sell up” so that his average 
unit sale is approximately $10 higher 
than it was twelve months ago. Right 
here it might be well to introduce 
another angle he favors. He admon- 
ishes the prospective dealer to take on 
a “quality” line lest the service and 
complaints eat up the profits. Experi- 
ence has taught him that unless he is 
backed by a brand name commanding 
respect he has to spend too much time 
in building up the prestige of the man- 
ufacturer. He sums it up by saying 
that “It’s easy to sell quality, but dif- 
ficult to explain or justify trouble to 
your customers.” 

Next to cold canvass Shuey attributes 
many prospects to a tie-up he has with 
a finance company. He has been quite 
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The fifth or sixth man that comes 
along will hang one on your beezer. 


successful in cooperating with the lo- 
cal office of a finance company, not 
only in getting the paper handled to 
increase sales, but in actually securing 
prospects. 

Unfortunately Shuey’s store is not 
ideally located, so that in addition to 
his cold canvass activity he is a 
staunch believer in dramatizing adver- 
tising or promotions. His recent suc- 
cessful traffic “puller” was a window 
display of a Westinghouse washer 
that survived a raging fire in the home 
of its owner. The roof of the home 
collapsed, burying the washer under 
several tons of debris. Later the 
debris was cleared away and the 
washer found to be in perfect running 
condition. The only damage sustained 
was the loss of the cord, and the 
scorching of the finish. The washer 
now is operating in the store window 
with a “quality” and “believe-it-or- 
not” theme telling the story. 

“One feature to selling laundry 
equipment I particularly enjoy is that 
its success is not dependent on a ‘sea- 
sonal’ angle,” the Dayton dealer ex- 
plains. “So far as I’m concerned, 
there is no seasonal slump in the 
washer business. Any month is just 
as good as any other, as long as you 
can keep pounding the door bells.” 

Shuey sold approximately 175 
washers in 1936, with 68 units ac- 
counted for in the first six months of 
the year. Up to the first of. May in 
1937 he has sold more than 100 wash- 
ers, and while he refuses to make a 
prediction as to the volume he will 
reach in the present year every indi- 
cation points to, as he puts it, “A very 
satisfactory profit.” 
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You'll make 
more money 
with 





Prepared by C. I. T. Corporation, unit of Commercial Investment Trust Corporation, capital and surplus over $100,000,000 
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Refrigerators and other appliances... radio...automatic 
heating...all helped by purchase plans made available 
to the trade through America’s largest independent 
finance company... the company of “friendly service” 


O the appliance and radio dealer who 
finances through C.I.T., the ‘““dead summer 
months” are just a myth. In every locality, 
these dealers are finding that business is there 
) if the right selling plan is available to help them 
get it. Outlined here are some of the services 


“Summer Plan” 
for automatic heating 


The automatic heating field, authorities agree, 
} is heading for its biggest year. And summer is 


the time when business is done! Smart dealers 
are not content to wait until fa!l. Oil burners, 
furnace stokers, gas furnaces, water heaters and 





NATIONAL ADVERTISING MAKES 
NEW FRIENDS FOR C.1.T. 


Full-page advertisements in The Saturday Evening Post, 
Collier's, and Time promote “consumer good-will”.This ad- 
vertising keeps the name of C.I.T. before your customers 
from month to month. By explaining the principles of in- 
stalment buying in everyday language, it makes new 
friends for this form of social progress. Through national 
advertising, C.I.T. is becoming a household synonym for 
relial le budget-buying. 

ADV ERTISEMEN 





other utility devices of similar character can be 
installed most economically during the summer 
months. Skilled labor is available. Working days 
are not interrupted by bad weather or family de- 
mands on the present water and fuel systems, etc. 


To meet this situation, the C.I.T. dealer 
makes use of the C.I.T. Summer Plan. Under 
this plan, the consumer pays no instalments 
until October. Think what this means! The instal- 
lation is put in, tested, and proved ready to work 
before the first regular monthly payment is due. 
Starting in the fall, a convenient, easy-to-under- 
stand system of monthly payments takes care 
of the unpaid balance. The purchaser knows 
just what this accommodation is costing him. 
You, the dealer, get your money promptly. 
Your profit is sure. 


Present and former 
customers offer opportunity 


A sales aid which radio dealers in particular 
find valuable in summer is the drive on former 
and present customers. Do you realize that your 
list of customers whose credit has been inves- 
tigated and found satisfactory by C.I.T. is a 
“preferred” list? Make use of it! Give every 
name on your records a call or letter telling 
them about the new merchandise you have to 
offer. If it was a refrigerator they bought, 
suggest a radio or other purchase. If they bought 
their radio from you, suggest something else 
you think they need. 


Put C.1.T. display material to work 


Another proved way to boost sales is to give 
the familiar red C.I.T. poster prominent dis- 
play. To millions it carries the assurance of the 
best in time-buying service. The poster is avail- 
able with an easel back for counter use, with 
adhesive front for inside of window, and in 
miniature. If you haven’t received a sufficient 
supply, just ask your local C.I.T. office. 








Dealers Find C.1.T. A Boon To Business As 
Drive For Mid-Summer Sales bets Under Way 





Show a complete line of radios with 
moderate down payment 


The C.I.T. Floor Plan enables you to stock a com- 
plete line of radios without having to dig into work- 
ing capital. Payment extends over three months, 
and the cash outlay is only a small percentage of the 
total wholesale invoice price. Many appliances, such 
as ranges, room coolers, oil burners and stokers, are 
also available on the Floor Plan. Ask your distributor 
or C.I.T. local office now, and profit during the big 
warm-weather radio drive. 





Did you know that... 


..there are approximately 4,000,000 
“extra” radio sets in use today. These are 
mainly smaller models and ‘“‘midgets’’ in the 
low-price class. Over 70% of “‘midgets’’ are 
second-set purchases. 


.-it has been estimated that about 50% of 
all radio sales are on a time basis. The 
percentage of console models alone would 
be considerably higher. 

...the chances are that your best prospects 
are customers to whom you have already sold 
some other household appliance on the C.I.T. 
Budget Plan. Remind them that you feature 
C.I.T.’s convenient terms for radios too! 


.. these customers are preferred risks. They 
have established their credit standing and 
their ability to pay. Among these names on 
your books you’ll find a wealth of business 
if you cultivate it through the C.I.T. 
Budget Plan. 
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HOW C.1.T. SERVICE MADE NEW FRIENDS FOR DEALER BROWN — by Westcott | 
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Survey reveals big Limited Recourse helps dealers Both Consumer and Dealer arou 
summer interest in radio to keep their capital fluid Appreciate C.1.T. Credit Service ay 
A recent nationwide survey indicated that today One of the outstanding recent developments in For nearly 30 years C.I.T. has been investigating maj 
there is no such thing as a summer slump in radio appliance financing is the Limited Recourse Retail the credit of budget buyers. A system has developed Wwro! 
listener interest. Accordingly, summer programs are Finance Plan offered through C.I.T. for your benefit. which is unrivaled for accuracy and speed. In the C 
being improved. Broadcast volume and program Under this plan the dealer’s endorsement of paper summer months, when many vacationists want rush mS 
quality are going steadily up, with many of the big becomes without recourse after the first four orders put through, consumer and dealer alike appre- e, 
winter shows continuing through the warm weather. monthly instalments on a household appliance have ciate C.I.T credit service. A 
It is figured that there will be 34,000,000 sets in | been paid by the purchaser. Yet it operates without It is the dealer, rather than the Finance Company, ms 
active use this July. Many of these are out-of-date. | cost to the dealer. | who is held responsible if the credit investigation is coln 
They need to be replaced. In view of this situation, With the increased summer activity this year it made in such a way as to embarrass the prospective The 
-many dealers are undertaking to make this summer becomes doubly important for the retailer to have buyer. C.I.T. credit investigators have been trained to witl 
the best season ever and push out the wonderful new his capital free for sales promotion. When relieved | gather the facts about a buyer's credit standing hau 
models which radio manufacturers are offering. of contingent liability by Limited Recourse, dealers | rapidly, yet tactfully. Grateful letters from dealers taki 
Recognition of the changed situation as regards may do a larger volume of business, building up their in all parts of the country testify to the sales-value two 
summer interest in radio is seen in the sales plans of capital while reducing their liabilities. There is no of this part of C.I.T. service. me 
the radio manufacturers. The new models were out hold-back to tie up part of your profit. You receive ps ' 
“bright and early” this year. As in the automobile 100% eash at once. Your capital remains fluid: your - 
field, these new models coming well in advance of the current assets increase and are not frozen beyond | : 
traditional heavy buying season create a better immediate reach. Ask your C.I.T. branch for com- | THE PHILOSOPHY OF om 
situation for the dealer, as well as for the manu- plete details. “ “ par 
facturer. The dealer can cash in on publfe interest DEALER DAN 7 
in new models right when he needs the business most. up 
C.1.T.’s 165 Branch Offices Ab 
Are Complete Operating Units _ Someone told me the other day that instalment “ 
oh ; . | buying is making a great hit in France. ‘‘Paiements 
yy There are 165 C.I1.T. branch offices—one in > ele : z “Sage : v1 
Use C.1.T Budget Plan every important trading center in the United | déferés” is their name for it. The principle of paying - 
to boost summer radio sales States. Each of these is a complete operating unit, for conveniences out of current earnings must chs 
manned by an efficient staff who know conditions _ appeal to the thrifty French. £ 
Because leading radio dealers know that public in their local market. No dealer need fear interrup- ° ° ° we 
interest in radio is high this month, they are making tion of C.I.T. service because of local or regional : : 4 1 
P ive sale iy ‘ disturbances. You receive that quick, personalized Buying an automatic heater out of season has its che 
aggressive sales drives. In these, the popular C.I.T. : Ras . advanta: but likes to f h P 
Budget Plan is the “ ase!” they need. B service that C.I.T.’s organization makes possible vantages, Dut no one likes pay for something jot 
udget Flan is the trump ace they need. 7 ee ... There’s sure to be a C.1.T. office near you. Get until they are actually using it. That’s why the C.I.T. do; 
of the Budget Plan, a radio can be fitted into the acquainted with it! | Summer Plan packs a punch. Summer installation pla 
family income conveniently. | with fall instalments makes a good salespoint. 
EL 
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How to Avoid 
Gas Motor Trouble 


UT in the country ten miles a 

Nebraska farmer recently hauled 
a gas driven washing machine. Ar- 
rived home, he filled the tank and 
kicked it until he was exhausted. The 
engine never popped once. Calling in 
his stalwart son they took turns try- 
ing to start it, without success. Finally 
after two or three days of this he 
hauled the washer back to the dealer 
who in turn took it over to Carl A. 
Anderson gas engine service station. 

The screw that permits gasoline to 
flow had not been loosened. Neglect 
of this simple detail earned the dealer 
a good cussing and loss of goodwill. 

To the door of dealer’s neglect. can 
be laid a great percentage of the 
troubles that bring gas-washer repair 
jobs into the Lincoln and Omaha re- 
pair shops of Carl A. Anderson, ac- 
cording to Chester N. Van Dyke, mas- 
ter mechanic. 

“There is no reason why a dealer 
should not start every gas washer he 
sells and run it for half a day in his 
back yard to limber it up,” says Mr. 
Van Dyke. “Next, the dealer should 
get the farmer who buys the machine 
by the hair and shove his nose right 
up against the directions until he is 
sure he has read them. _We get ma- 
chines in here that some sappy farmer 
tried to lubricate with linseed oil, 
tractor oil, or anything that is handy. 
They wouldn’t be so goofy if they 
were started off right at the start.” 

Mr. Van Dyke feels that the gaso- 
line washer motor today should run 
around five years without trouble. 
There are approximately 275 parts in 
an engine, he says, and in the vast 
majority of cases this is what goes 
wrong: 

(1) Condenser gets weak. 

(2) Bearings burn out where wrong 
oil is used. 

(3) Magneto trouble. 

Approximately 300 gas engine wash- 
ers are repaired each year in the Lin- 
coln shop of the Anderson Company, 
The average repair bill is around $4. 
with the firm quoting a complete ove 
haul for $6.50. The shop has Me 
taking care of gas motor washers ,fom 
two years, and gets the greatest 
amount of its business from exhibits 
at the State Fair which are seen by a 
great many farmers. 

After rebuilding each job is 
painted. Mr. Van Dyke 
that lacquer cleaner is best "to 
parts. 

Today there is beginning to anita 
up a market for trade-in gas motors. 
About $5 is allowed on trade-ins. After 
rebuilding—which costs not more than 
$6—the trade in will sell for around 
$20, making a neat profit. One of the 
uses for old motors is to run battery 
chargers, especially appreciated by 
farmers having radios. Mounted on a 
child’s toy wagon, such a battery 
charger makes a rather neat looking 
job and is equally appreciated by hot 
dog stands and others far from power 
plants. 
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THE WORLD’S 2 BIGGEST DRY DOCKS ARE ABOUT EQUAL IN SIZE 




















. NO...THERE'S ONE) | 
IS THIS THE ie IN ENGLAND : 
BIGGEST Z THAT'S A 
q SKY OOK 198 LITTLE BIGGER 
\ THE WORLD ? 
fa \ ' KING GEORGE V DRY DOCK 
gi Southampton, England 
f a > ;, ie 4 i LENGTH 1,200 FT.=WIDTH 135 FT. 
AY a . a 
oad COMMONWEALTH DRY DOCK 





ae joston, Mass. 
J LENGTH 1,200 FT.—WIDTH 120 FT. 





But the WORLD'S BIGGEST MAGAZINE 


is TWICE the size of the second biggest! 





ANY of the world’s biggest things mer- 

it the title of “biggest” by only the 

slenderest of margins. But the world’s biggest 

magazine — The American Weekly — has 

twice as many millions of circulation as its 

nearest competitor. Here’s a margin of su- 
periority that speaks for itself! 

With a weekly circulation of 6,000,000, 
The American Weekly provides by far the 
greatest coverage of any publication in the 
world. And this tremendous circulation is 
concentrated in the country’s richest buying 
areas—in the 631 counties where 68% of all 
families live and where 80% of all retail sales 
are made. In these 631 counties are located 
ell cities of 10,000 or more population, in 
fest of which The American Weekly regu- 
larly reaches from 1 out of every 5 to 1 or 
more of every 2 
families. 

What do these 
facts mean to YOU? 
Just this: Manufac- 
turers who advertise 


THE 


Greatest 
Circulation 
in the World 


AMERICAN 
WEEKLY 





oe 
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6,000,000 NEAREST aa } 
WEEKLY COMPETITOR Main Office 
CIRCULATION CIRCULATION 


in The American Weekly give you the sup- 
port of the most powerful siagle advertising 


‘force in the world—an advertising force that 


assures faster turnover and greater profits. 
It’s sound business to stock and feature prod- 
ucts advertised in this magazine. 


What The American Weekly is 


The American Weekly is the largest mag- 
azine in the world. It is distributed through 
the 17 great Hearst Sunday newspapers. In 
630 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 

In each of 196 cities, it reaches better 
than one out of every two families 
In 146 more cities, 40 to 50% of the 


families 
In an additional 124 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


. and, in addition, more than 2,000,000 
families in thousands of other communities, 


large and small, regularly buy and read The 
American Weekly. 


FRICON 







**The National Magazine with Local Influence”’ 
: 959 Eighth Avenue, New York City 
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ONLY $600 ON FICIENT IRON a 
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FRO A hat electrified 
de a ¢ pbutors with its 


s ales cesses last year — 
g evew greater laurels now. 
ak@no mistake — it's FROGIL for 
em ll BIG PROFITS! 


Pronounced FRUGAL 


OIL CIRCULATORS 
LIGHTNING PROFITS 


Thousands of owners testify FROGIL Space Heaters will give double 
the heat quantity, size for size, of any competitive make. Down-Draft 
Hot-Blast construction which saves up to one third on oil—Rectangu- 
lar cast iron combustion chamber which gives greater radiation area— 
A triple jet system which speeds up circulation—A cast iron frame 
which gives rigidity—A removable front panel makes cleaning burner 
simple—Lifetime cast iron elbow; gleaming, easy-to-keep-clean porce- 
lain enamel finish; are a few of the exclusive features that make them 
easier to sell. Appearance that instantly convinces you “IT’S THE 
MOST BEAUTIFUL THING THAT HEATS.” Ten models—a 
size to fit the requirements as well as the purse of every prospect. 


Burns 38/40 distillate or furnace oil—Equipped with seven-gallon, 
easy-to-clean removabie tank—Big galion humidifier—Approved by 


Underwriter’s Laboratories—Less service than any appliance you sell 
—Built by a manufacturer with seventy-five years of experience in 
building stoves—Wire or write for information regarding your exclu- 
sive franchise. You'll have to hurry to get “THE MOST BEAU- 
TIFUL THING THAT HEATS.” 


GRAY & DUDLEY COMPANY - Nashville, Tennessee 


Established 1862 


DOWN-DRAFT HOT-BLAST 
COMBUSTION 


This method of combus- 
tion brings preheated sec- 
ondary air into combustion 
chamber which instantly 
ignites the unburned gases, 
giving not only double the 
heat quantity, but startling 
economy in operation 
costs. It gives FROGIL 
the ability to heat as much 
space as a coal stove of 


EW FROGIL SEALED-HEAT GAS RANGE like size. 
ihe gas goes off, but the cooking goes on. Sealed- : FROGIL SEALED-HEAT ELECTRIC RANGE 
at Cooker and Sealed-Heat Oven show tremendous Frogi 4 ‘ 
savings. FROGIL FAST-speed broiler waist rogil Sealed-Heat Electric Range has the same out- 
igh; thermostatically controlled cas is alas Hanbun grid- ‘ standing features as the Gas Range. Beauty, economy, 
interchangeable with plate whi , : P efficiency, united in FROGIL Electric Ranges. Rigidly 
; Bg oh ngg Bove Fgh kettle a double bn bein wt ' built, with concealed cast iron frame and top, by 
; 1 at the same time on yONE B BURNER. ck Ryery eee America’s oldest and largest stove manufacturer. Elec- 
fe wants one and every housewife can have High Flame Medium Flame Low Flame tric equipment by America’s oldest and largest electrical 
because the fuel savings pay for the range, aes , ’ _ Supplier. There is only one best—that’s FROGIL! 
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* them (the customers) 
SEE is the slogan of dealers 
and power companies who, 
right now, are successfully 
promoting these two natu- 
rals for summer sales! And 
here’s how! 


l Forthe Roast-or-Grille, 
Proctor has developed the 
first fully successful free 
trial offer! It convinces the 
women in their own homes 
that for hot weather cooking 
(and for cooking the year 
‘round) nothing can com- 
pare with the Roast-or-Grille! 


2 For the Blue Streak 
Iron, Proctor has developed 
the first display ever to 
actually showthe heat spread 
evenly over the sole plate 
in less than a minute! Women 
see the heat, fee! the light 
weight—and the sale is made! 


And for the complete 
Proctor line, Proctor offers 
special summer deals that 
bring the famous all inclu- 
sive display, Proctor’s Profi- 
Table—or the ProfiTable Jr. 


Here are the products, the 
promotions that turn dog 
days into “dough” days! 
Write for the full details 
today! Proctor & Schwartz 
Electric Company, 7th & 
Tabor Road, Philadelphia. 
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A “Lady customer for a day” finds Cincin- 
nati store clerks putting to good use the LE.S. 
Lamp education given them by Union Gas 


& Electric Co. 


By Ethel Quaintance 


NE interesting way to see the 
results of a certain retail train- 
ing class held in Cincinnati is 


by being a lady customer for a day in 
stores there. 


I was such a customer. The train- 


ing class was one held during four 
evenings of a recent month by Mrs. 
Mary W. Steward, director of the 
home lighting division, Union Gas & 
Electric Company, Cincinnati. Its 
purpose was to suggest methods for 
lamp clerks and their buyers to in- 
crease sales of I.E.S. Better Sight 
Lamps. The training pointed out the 
customer’s need for better light, and 
the new lamp’s ability to answer that 
need. Such things as a tennis ball and 
a pearl bead were among the items 
used in the class demonstrations. 

The course started out with 42 sales 
persons from the lamp sections of de- 
partment and furniture stores and, this 
is significant, ended up with 51. Out 
of this number 7 were buyers. The 
group came straight from the shops 
after closing time to be dinner guests 
of the utility and then to attend class 
in the company’s auditorium. 

Mrs. Steward told me these facts 
and others about the course one morn- 
ing when I was in Cincy and called at 
her office. She spoke enthusiastically 
about the “fine cooperation” which had 
resulted, and mentioned that every now 
and then a store requested that a utility 
representative be supplied them for a 
special I.E.S, Lamp sale. 

“T’m going to be a customer in some 
of the stores,” I said, “and note how 
the clerks sell good lighting.” A half 
hour later I was, to all outward ap- 
pearances, a bona fide customer out 
for “some good reading lamps to go 
with my new furniture.” In no case 
did I specify IE.S. Better Sight 
Lamps. I left that up to the clerk, and 
not in vain, 

At every single department store 
where I shopped I was sold on better 
light, and the new approved lamps. I 
found the clerks downright enthusiastic 
about this new sales slant they had ac- 
quired, and as I traveled along MY 
enthusiasm grew for the retail train- 
ing course which had certainly helped 


to introduce them to the story of Bet- 
ter Light-Better Sight. 

Here are samples of my shopping 
tour. 

A sales slip had just been pinned on 
an I.E.S. Lamp at the package desk 
in the lamp section of Store A when I 
arrived. The clerk who offered her 
assistance ushered me straight over to 
a display of I.E.S. Lamps when I men- 
tioned that I wanted some good read- 
ing light for my new apartment. She 
picked up one table model that I espe- 
cially liked and asked me to step back 
to their “lamp fitting room.” This was 
an enclosed corner of the lamp depart- 
ment with a special ceiling that the 
clerk pointed out was of average room 
height. She asked me to be seated in a 
reading chair there and with the lamp 
on a table beside me demonstrated its 
better light advantages, including 
quantity and quality and diffusion of 
light and reflection of the shade. And, 
mind you, she pointed these out with 
no leads from me. 

Certainly my sales lady at Store B 
made every effort to start one new 
household (as she surmised that mine 
was) on the path to better light for 
the conservation of eyesight. “TI’ll bet 
you’re getting married!” she exclaimed 
when I had finished my “looking” 
there. At the beginning she had said: 
“I’m going to start you off with one 
of these I.E.S. table lamps.” Off went 
the shade and away we were on an 
explanation of the diffusing bowl, the 
white-lined shade and the right height 
of lamp. “If I’d had a lamp like this 
when I was a child,” she added, “I 
might not be wearing glasses today.” 

From a few salient better light facts 
she went into decorative style. She 
particularly favored a lamp with 
smooth walnut base and gold trim, and 
so did I. This decided upon, she sug- 
gested an I.E.S. floor model and a 
bridge one. She had just sold the last 
of her swivel models, but wanted me to 
see this type of lamp anyway, in case 
I'd like to order one; she thought they 
were particularly handy. So _ she 
brought it out with its “sold” tag. Al- 
together she talked better light, ap- 
proved ldinps, style and types of lamps, 
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and closed with an idea I hadn’t 
thought of, a smart little radio lamp. 

One of the first questions the young 
clerk in the attractive lamp depart- 
ment at Store C asked me was how 
many chairs there were in my living 
room. “The reason I ask,” she ex- 
plained, “is because you should have 
good reading light for each one.” Out 
of the four lamps which she suggested 
and marshalled together for my room, 
three were I.E.S. ones which she fully 
explained, along with the tag of ap- 
proval. 

“And when you get your lamps,” 
she suggested, “you might have a girl 
from the Union Gas & Electric Com- 
pany come out and properly place 
them for you. ... Yes, they do that 
free of charge.” To top her good sales- 
manship she added that she would be 
glad to stay after 5:30 o’clock the next 
evening to show the lamps to the other 
member of my family. And so the 
shopping went. 


Well-Rounded Course 


Mrs. Steward’s training course, 
which inspired this better light sales- 
manship, started off the first evening 
with a general resume of the Better 
Light-Better Sight movement. She 
described the national advertising pro- 
gram and worked into “exploded facts” 
relating to lighting, illustrating her 
points with specially made charts. The 
second half of the evening’s program 
dealt with elements entering into the 
process of seeing and factors determin- 
ing the ease of seeing. 

The tennis ball and pearl bead en- 
tered into one of the concrete demon- 
strations given at this part of the 
course, and were used to illustrate how 
light magnifies. The ball and bead 
were placed on a black velvet cloth 
under an I.E.S. table lamp with mogul 
base. Under the 100-watt intensity 
only the tennis ball was plainly visible, 
but as the intensity was increased the 
small bead also became visible. 

The next week’s meeting was en- 
tirely devoted to an analysis of port- 
able lamps and the advantages of 
I.E.S. ones. Both an Instructolite and 
actual lamps were used in numerous 
tests, ° 
A home lighting demonstration com- 
prised the third meeting, and also 
slides were shown of various room 
arrangements. The fourth and last 
meeting was turned over to C. W. 
McFee, General Electric Incandescent 
Lamp Department representative at 
Cincinnati, who showed two depart- 
ment store training films: “Seeing into 
Sales” and “Help Wanted,” the first 
on the selling of I.E.S. Lamps and the 
second on the selling of MAZDA lamp 
bulbs. 

The retail training course in Cin- 
cinnati took place before the opening 
of the ILE.S. Lamp makers’ spring 
campaign called “Seeing Is Believing.” 
The new drive with its sales kit of 
demonstration material offers addi- 
tional ideas for profitable retail train- 
ing. 

















The Automatic Line for 1937 includes 7 models of Washers, 5 Electric and 2 with 
Gas Engine. Model 74 Deluxe, a washer with rich sparkling beauty anc 
chromium fittings, shown above, heads the line. The new Automatic Save-A-Dav 
lroner is a fitting companion to these washers. 
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When an Automatic Washer is sold, 
the dealer knows he has made a 
profit that will "'stick."" He is guar- 
anteed that—right from the start. 


THE AUTOMATIC LINE 
OFFERS YOU 


FIRST—Streamline Beauty that attracts the 
housewife. No line today has greater eye 
appeal. 


SECOND—"Two Way Washing." 
matic offers the invertible Duo-Disc. 


Auto- 


THIRD—"Magic Button" wringer control. 
Automatic offers greatest safety feature 
since the swinging wringer was invented. 


FOURTH—Amazing Silence. Automatic 
gives you the patented Stokes Sealed Ball 
Bearing Transmission. 


FIFTH—Automatic, in addition to usual 
sales helps, swings into action for its dealers 
with a copyrighted 5 Star Selling Plan. 
Phenomenal in its operation—a proven sell- 
ing success. 


*SIXTH—Finally Automatic backs every 
sale you make with a ‘Service Warranty” 
—unmatched in the industry. Operating 
for Automatic dealers, it not only provides 
for free factory service on the Stokes 
Transmission, with freight paid by us both 
ways—but in addition, the dealer is repaid 
for his labor in removing and. replacing the 
transmission. 


Truly—here is a "Net Profit’ Line of 
Washers. If that's what you are look- 


ing for, write today. 


President and Gen. Mgr. 


AUTOMATIC WASHER COMPANY 
211 W. Third St. Newton, lowa 


Automatic Washer Company, 
211 W. Third St., Newton, lowa 


Send me your Dealer Proposition on Automatic 
Washers—and your 5 Star Plan Book. 


Dealer's Name 
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"The appliance dealer is used to selling a packaged product at a 
price,” says Bill Heggie. “He's got both of them in air conditioning— 
the attic fan and the plug-in room cooler." 


Getting into the 
AIR CONDITIONING 


Get your feet wet with 


attic fans and room 
coolers, says this Phila- 
delphia distributor. You 


do it 


present organization. 


can with your 


By 


Laurence 


Wray 


HERE’S a short cut into the air 
conditioning business. 
A short cut that requires no 


additional capitalization, no additional 
salesmen to start with, no complex en- 
gineering installation and service de- 
partment and no organization geared 
to the unusual demands of a new busi- 
ness and a new industry. 

All that is required of the neophyte 
in the air conditioning business is the 
same knowledge of specialty selling 
methods that have proven successful 
in introducing the washing machine, 
the ironer, the refrigerator or the oil 
burner. 
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Business 


To the dealer who may have felt 
that he’s been missing the boat in get- 
ting started in air conditioning, this 
may sound like heresy. But the facts 
are sound and the advice comes from 
an expert—“Bill” Heggie, vice presi- 
dent and general manager of S. S. 
Fretz, Jr., Inc., Philadelphia’s G-E 
air conditioning distributorship. 

What’s more, says Mr. Heggie, 
there’s no reason why any appliance 
dealer shouldn’t hang out a sign “Air 














Window displays will sell attic fans. 


Conditioning” tomorrow. He’s merely 
operating under a mental hazard and 
a lot of misconceptions if he hasn’t 
taken the first short cut into the busi- 
ness. 

First, let’s take the product he’s 
going to sell. 


The Product 


“Forget,” cracks Mr. Heggie, “the 
big jobs. Forget the department store, 
the hotel, the movie and the big office 
building. Those do require trained 
engineering personnel, expert survey- 
ing, tailored installations and all the 
other resources of an organization 
specifically set up to cope with the 
problems involved. 

“There have been more abortions 
perpetrated in the air conditioning 
business than any other industry I can 
call to mind. That’s because there have 
been too few people specifying for air 
conditioning requirements who knew 
enough about them. 

“There’s no reason why an appli- 
ance dealer should make things hard 
for himself. He is used to selling a 
packaged product at a price. He’s got 
them both in air conditioning—the at- 
tic ventilating fan and the portable, 
self-contained, plug-in room cooler. 

“The attic fan sells for around $95 
and costs the dealer about $55. There’s 
no installation or service problem, no 
special training required to sell them, 


JULY, 


the market is limitless and the profit 
is good. All dealers have sold fans— 
the ordinary desk type fan or the 
small ventilating fan. There’s no more 
difficult problem involved in selling 
the attic ventilating fan. It’s merely 
a bigger fan and does a bigger job. 
If the prospect lives in a better class 
homé and is obviously in the higher 
income class, he can be sold up to a 
portable room cooler for cooling one 
room of the house—usually the bed- 
room. 

“That’s all there is to getting a start 
in the air conditioning business as far 
as the product is concerned. Both are 
package items. Both sell within a 
price range—especially the attic fan— 
that the public can afford. And both 
require nothing more from the dealer 
than the same specialty selling organ- 
ization that has proven successful with 
refrigeration.” 


The Market 


It was when he got on the subject 
of the market for both attic fans and 
room coolers that Bill Heggie became 
really enthusiastic. Pointing out that 
the public are being sold every day 
on the benefits of air conditioning 
through the big installations, he said it 
is a natural and inevitable step that 
they will want to have some form of 
summer cooling in their homes.; It 

(Please turn to page 65) 
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Sometimes records don’t mean much. 
Sometimes they do. In the case of Speed 
Queen you can be your own judge. Dur- 
nerely ing the past five years Speed Queen sales 
: f cor have consistently imereased ... 87.2% 
higher 02 e 52.5% .- - DAG 2. - BI-G%G ~.- « 
to a 36.5% ... and 1937 is following right 
along with a spectacular 23% gain over 

the same period last year. 


A washer is only as good as it washes. 

ti A What YOU, as a dealer, think about 

‘Saag — ad i — YOUR washer is not half se important 
rae ‘ a — as what your CUSTOMER thinks about 
both a _ . , . it after she uses it a few years. What 

dealer == et = ff. she tells her neighbor about her washer 
rgan- 'g / is many times more important than what 
1 with r € your best washer salesmen can tell her. 


Analyze your washer (or ironer) from a 
WOMAN’S standpoint. Analyze Speed 
Queen from a WOMAN’S standpoint. 
You will then discover the real reasons 
for Speed Queen’s phenomenal rise in 
popularity ... and why you can make 
more money being a Speed Queen dealer. 


BARLOW & SEELIG MFG. CO. 
RIPON, WISCONSIN 


SPEED ——_ 























ChOSLE 


THE CROSLEY RADIO CORPORATION - CINCINNATI, POWEL CROSLEY, Jr., Pres. 


Home of “the Nation’s Station’”—WLW—500,000 watts—70 on your dial 


YourE THERE with a E€ROStLEY 
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A superb new table model that gives 
the same fine tonal quality and 
selective reception usually found only 
in higher priced console models. 
Ideal for use where space is limited, 
or as a second set in the home. 


8 Octal Base tubes; 3 bands, 525-22,000 Ke. 
continuous; Push-pull output (5 watts maxi- 
mum); Automatic Volume Control; 8” Elec- 
tro-dynamic speaker; Line noise filter; Gold 
reflector type Mirro-Dial with calibrations 
fused on convex glass dial; Walnut veneer 
cabinet with gold-finished escutcheon; Front 
and side panels of sliced and stump walnut; 
Decorative maple inlays; 2 gold grille bars. 
Dimensions: 1044" high, 167%" wide, 734” 
deep. 


hOSLE 


One of the brightest stars in the Cros- 
ley All-Star Line . . . an unsurpassed 
radio value that offers all the latest 
and most desirable features and ad- 
vancements, plus new cabinet beauty 
comparable to the most expensive 
console models on the market. 


11 Octal Base tubes; 3 bands, 525-22,000 Ke. 
continuous; Push-pull output (10 watts maxi- 
mum); Automatic Volume Control; Tone 
Control; Electron Ray tuning indicator; 10” 
Electro-dynamic speaker; Line noise filter; 
Gold reflector type Mirro-Dial with calibra- 
tions fused on convex glass dial; Half round 
walnut front panel with gold-finished escutch- 
eon and decorative inlays; V-matched and 
half round walnut pilasters and side panels; 
Top of sliced walnut. Dimensions: 40” high, 
24” wide, 1234" deep. 





TWO SENSATIONAL NEW MODELS IN THE GROSLEY ALL-STAR RADIO LINE 


a 
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Old fashioned cellars of this type 
are being modernized by Wors- 
fold and Hawvermale with auto- 
matic heating equipment, air 
conditioning and a »planning 
service. 





r ify a 
‘ee + ll . 


Reclaiming the Basement 


= : en - 


SING 


This Nyack, N. Y., dealer found that ; 
basement planning service sold oil 
burners and automatic coal stokers 


Y offering a basement plan- 
B ing service, Worsfold and 

Hawvermale, Inc., hardware 
retailers, Nyack, N. Y., have tripled 
sales of oil burners during the past 
year and ran up a substantial volume 
on major home appliances, such as 
washing machines and electric re- 
frigerators. The management esti- 
mates that they have sold more than 
$25,000 in oil burners and electric 
appliances during the past year as a 
direct result of using the basemen- 
torium as a sales stimulant. 

Mr. J. Hawvermale states that the 
basementorium or modernized base- 
ment is paining tremendously in 
popularity with householders and that 
they are asking many questions about 
it. The dealer who can answer these 
questions most satisfactorily will close 
a maximum number of oil burners or 
coal stoker sales. This company has 
found it advisable to give oil burner 
prospects pointers on the most prac- 
tical methods of waterproofing base- 
ments, building up walls, what kind of 
paint to use on cellar floors, how to 
arrange the lighting fixtures to get 
maximum illumination at minimum 
expense, what to do to ventilate a 
basement properly to make it livable. 
Waterproofing, says Mr. Hawvermale, 
is very important. A damp basement, 
no matter how beautified, is never 
comfortable. This dealer explained 
that a number of basementoriums in 
their territory have had to be remod- 
eled over again because their walls 
were covering foundation masonry not 
properly waterproofed beforehand. 

Ventilation is another problem that 
bothers householders using planned 
basement rooms. Air conditioning is 
solving that problem for many of 
Worsfold and Hawvermale’s oil burn- 
er customers and that means more 
profits on automatic heating jobs. 
This company recommends air condi- 

(Please turn to page 67) 
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Ingenious methods are used to 
mask heating equipment in base- 
mentoriums. In this modernized 
basement a mammoth beer keg 
hides the heating plant. The 
“keg” is on casters to be rolled 
aside when the burner needs 
servicing. This basementorium 
contains a home bar. Since 
Repeal many home bars have 
gone into planned basements. 
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Basement playroom with coal 
stoker. Worsfold and Hawver- 
male find that “scare copy” sells 
automatic heating equipment. 
Their salesmen often sell oil 
burners by stressing the hazards 
of children on motor-mad high- 
ways and how a basement play- 
room keeps them safe from 
harm. 


+ 


Some home owners invest thous- 
ands in basementoriums. This 
planned basement is Iaid out like 
a model village with street 
signs, wayside inn, filling sta- 
tion and rubber floor covering 
simulating flagging. Fence and 
floral scenic painted on walls 
with blue sky. Beside a barred 
window is a sign reading, 
“County Jail.” Inside is the 
heating plant. 
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I BLACKSTONE 


WASHERS — IRONERS 






































ironers. 


price. 


dealer. 


but on how many stay there for good. 









“why didn’t someone think of that before?” 


































The Blackstone dealer doesn’t sell washing machines and 
Instead, he deals with happy, satisfied owners 
. «+ people who talk him up to their friends . . . the kind 
of advertising that’s so valuable it can’t be bought at any 


The Blackstone dealer sells vigorously, like any other 
He’s EXTRA successful, however, because the 
Blackstone line backs up every selling claim he makes. 
The pay-off is not on how many units he puts into homes, 


If you're the kind of dealer who knows that the easiest 
way to make money is to build a sales force out of 
enthusiastic owners, then Blackstone is the one line that will 
make you easy money. Why not let's get together—today? 


And—A Really Different Ironer Sales Plan ! 


There’s a coupon just below. It will bring you news of the 
, great summer campaign on Blackstone Automatic Ironers 
—da campaign so DIFFERENT in approach, so appealing to 
you as the only RIGHT way to sell ironers, that you'll say 


Mail the coupon today—now, while it's on your mind! 


BLACKSTONE MFG. CO., INC., Jamestown, N. Y. 


DIVISION OF JAMESTOWN METAL EQUIPMENT COMPANY 
America’s Oldest Manufacturers of Home Laundering Equipment 


FILL OUT - CLIP - MAIL TODAY! 
6 POS SOSSSHSSOSSSSSSOSAASSSSHSSSSSOSSESSSSOSSeSSesSSoCeseSeSoessEsesesessoossess 
: Blackstone Mfg. Co., Inc., Jamestown, N. Y. 7-37 
. Yes, I'd like to hear about the Blackstone line and especially the new 
i : Summer Campaign on Ironers. No obligation to me. 
! ° 
' : eb sdncisecedenk enc dan tucks kaa datkcani oat caaessebeteaen 
" : DE Cit cncnnadawaekadd heerin eden she bbdete oxescdtekeetdchews edd eeeed 
{ . 
‘ e II 5's ss oa nnd daddies tadieen ena eds eAkereeae cael 
IIIT ITIIIIITIiftifitititiitititittitititiitiiititiiiiiiitititiiitiiiiiiiiiiiiiiiiiiiiiith 
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ENTHUSIASTIC OWNERS 
give plenty oi FREE advertising 
lo EVERY Blackstone dealer... 








Small Appliances 


“COME OUT” 
In San Diego 


A unique three-day 
promotion of the Bu- 
reau of Radio and 
Electrical Appliances 
acquaints customers 
with the value of 
roasters and other 
devices 


Si appliances have always 
received a certain amount of 
attention in the sales program 
of the electrical industry. There have 
been small appliance “weeks,” during 
which special window and store dis- 
plays have been featured—there have 
been store demonstrations and even 
public cooking schools featuring elec- 
tric cookery in roasters, waffle irons 
and coffee makers. But the three-day 
“Coming Out Party” for table ap- 
pliances, staged by the Bureau of 
Radio and Electric Appliances of San 
Diego, California, together with the 
dealers, wholesalers and manufactur- 
ers’ representatives of that district, 
was something just a little different. 

The idea was to encourage San 
Diego housewives to learn to “know” 
their own equipment. For this pur- 
pose the American Legion Auditor- 
ium of San Diego was taken and for 
the three days of March 9, 10 and 
11 programs were held from noon to 
5 p.m. and during the evening of 
the closing day. These sessions were 
presided over by a competent home 
economist with an assistant, who 
demonstrated a variety of small ap- 
pliances, up to and including the elec- 
tric roaster in size. Each day break- 
fast, luncheon and dinner recipes 
were demonstrated. As many types 
of appliances as_ possible were 
brought into use and their uses were 






oe 
o_o 


This is what San Diego called a “coming out” party for small appli- 
ances. On the left is Mary Elizabeth Mies and on the right Mildred 
Kier who conducted demonstrations. 
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varied. Each day different manu- 
facturer’s equipment was __ used. 
More than sixty different appliances 
were given a position in the spot- 
light at some time or other during 
the program. 

It was the idea of the promoters 
of this program that countless uses 
of various table appliances are over- 
looked by the average housewife, 
simply because she is unfamiliar 
with the possibilities of the equip- 
ment she owns. Many women, for 
instance, do not realize that choco- 
late, tea and other beverages can be 
made in the coffee maker, that waffle 
irons can be used with a wide va- 
riety of recipes and that the electric 
roaster is as versatile as the electric 
oven itself. The advertising appeal 
for the sessions was built about the 
“Better Hostess” idea, with no 
emphasis whatever on the sale of 
new equipment! 

Exhibits of a great variety of 
makes of small appliances were made 
by manufacturers and _ wholesalers 
and demonstrations were conducted 
at these booths, as well as from the 
central platform so that a three-ring 
circus was virtually in progress at 
all times. No direct selling was 
done, but complete dealer lists were 
posted by each distributor showing 
where various makes and models 
might be purchased. Naturally it was 
expected that the housewife who at- 
tended to see what further use she 
might make of her waffle iron would 
become interested in the demonstra- 
tion of electric roasters and would 
thereupon become an active prospect 
for the purchase of one of these ap- 
pliances,—and indeed, this was the 
way it worked out. Dealers cooper- 
ated with store displays and special 
advertising. 

Attendance was excellent. It was 
felt that if the Bureau had been will- 
ing to advertise the program as a 
cooking school a larger number of 
women might have been brought out, 
but as it was the hall was very well 
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filled, with a fair proportion of men. 
On the last evening fully fifty per 
cent of the crowd were masculine. 
The men asked questions, too, and 
crowded about the table afterwards 
to learn how to solve special prob- 
lems of their own in the use of elec- 
trical equipment. Door prizes were 
given, but no emphasis was placed on 
this fact in advertising. 

A ten-foot table was arranged 
across the front of the auditorium 
for the demonstrations, with five cir- 
cuits provided for temporary use on 
the back side. Sometimes six or 
eight appliances were going here at 
the same time! Side tables were 
also used for special set-ups. In one 
case a complete breakfast was cooked 
at one of these tables, the demon- 
strator carrying out all details from 
her seat, just as the housewife would 
at home. 

Following each stage performance 
the food was displayed and ques- 
tions were answered. It was inter- 
esting to learn how many of those 
in attendance had come because they 
felt that they were not using their 
equipment to its best advantage and 
wanted to learn its full possibilities. 


TTENDANCE during the three 

days reached a total of 2,200 most 
of whom came early to attend the open 
house period, during which the 
booths were visited and questions 
asked, and stayed through the pro- 
gram of demonstrations which lasted 
from 2:00 to 4:00 in the afternoon 
and for a corresponding period in the 
evening. At this time the drawing of 
door prizes was made and _ short 
period was again allowed for visit- 
ing the exhibits. 

Three major objectives were 
aimed at: 1. To make the owners of 
electrical equipment more efficient in 
its operation and to ‘increase the 
number of uses to which any one ap- 
pliance is put. This means increased 
use of equipment and greater satis- 
faction in its possession. 2. To 
bring back into use many appliances 
which have been decorating back 
shelves. And 3. To create interest 
in all types of table appliances 
through a better understanding of 
their possibilities. It is felt by the 
promoters of this event that all 
three objectives were satisfactorily 
reached. Greater kilowatt-hour usage 
and increased sales of small equip- 
ment are the signs which during 
the coming months will show that 
San Diego’s coming out party for 
small appliances was successful. 





Automatic heat is today’s most popu- 
lar and practical home improvement, 
and because coal is the cheapest and 
safest fuel, the trend is definitely 
toward automatic heat with coal. 


Whiting’s record of sales increases is 
far ahead of the average trend of the 
stoker industry. Sales for the spring 
quarter of this year were 254% greater 
than for the same period last year. 


There are two reasons for this excep- 
tional increase, both of keen interest 
to every dealer and distributor who 
expects to make profits in this auto- 
matic heat market. 


The Customer 


First, the Whiting Stoker is designed 
and produced for that great mass mar- 
ket of homes which have been built or 
bought through the careful planning 
and farsighted economy of the aver- 
age home owner. 










These people are of 
the type who look for 
permanent values. 
They are not carried 
away by bargain- 
basement prices. They 


WHITING STOKER 
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IT GREW 254% 
—This Market Which Prefers the Whiting Stoker! 


are willing to pay a reasonable 
amount for good service and high 
quality . . . and, therefore, the Whit- 
ing story naturally appeals to them! 


The Whiting Dealer 


Second, Whiting’s proved sales-pro- 


ducing plan assures every dealer and 
distributor his full share of stoker sales 
and profits. This enables him to use 
aggressive, planned sales methods 
that get results for him. And Whit- 
ing dealers, with distributors closely 
co-operating, are doing this. . . with 
marked success! 


You? 


If there is no Whiting dealer or dis- 
tributor for your locality, the oppcer- 
tunity offered by Whiting’s franchise 
is certainly worth your investigation. 
Let us prove it! The coupon below 
will bring you full information. 


*Seeeeceenae 
s SSSSSESSCEEETEESTE SEE SESeHeeeeEEeeeeeEeeeEEEEe 


Manufactured by THE WHITING CORPORATION, Harvey, Illinois: 


Underfeed Stoker Division 
WHITING CORPORATION 
15606 Halsted Street, Harvey, Illinois 


We are dealers in 
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Keeping sales crews busy 
(during slack seasons... 


Electric appliance distributors are faced with the 
problem of keeping good salesmen happy during refrig- 
erator slack seasons, particularly in non-replacement 
years. As the chart above shows, automatic stokers and 
electric refrigerators complement each other like ham 
and eggs. Besides keeping salesmen, sub-dealers and 
service men busy over the year, stoker selling is a good 
hedge against the future. Stoker sales have been increas- 
ing at twice the rate of oil burners . . . fit in beautifully 
with modern air conditioning . .. and have a saturation 
point of only 3%. 


Selling by Features 


As with other appliance lines, the more standardized 
general design becomes, the more important it is to 
have exclusive features for selling points against com- 
petition. Link-Belt has the AIRMETER automatic air 
control . LOAD-SIGNAL automatic shear pin 
alarm VARIABLE INTERMITTENT DRIVE 
transmission ... RADIOSTAT electronic control... 
POWER-FLEX industrial burning head . . . and others. 
A complete line is available: domestic anthracite and 
bituminous, and commercial and industrial stokers for 
boilers up to 300 H.P. A complete market study on 
stokers is available. LINK-BELT COMPANY, Stoker 
Division, 2410 W. 18th St., Chicago . . . 2045 W. Hunt- 
ing Park Ave., Philadelphia. 


For over 60 years the Leading Manufacturers of coal 
handling equipment. 


LINKA-BELT 


AUTOMATIC COAL BURNER 
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The Greatest Asset 





community influence through the stim- 
ulation and incentive provided by a 
large selling organization, each mem- 
ber of which is sold on the lines he 
handles, trained to make the proper 
presentation and adept in the projec- 
tion of his personality and business 
ethics, he can reap manifold profits 
because he has by this means increased 
the scope of his service. Smart mer- 
chants know that as a cardinal truth 
in appliance selling. They recognize 
that the maintenance of a trained sales 
staff is the royal road to earnings, be- 
cause it is the sure road to an enlarge- 
ment of neighborhood service. But a 
dealer who refuses to believe in train- 
ing and who produces such negatives 
as are reflected in this letter has not 
as yet learned the important lesson of 
multiplying himself. So in attempt- 
ing to win all, he is destined to lose. 


66 FTER four weeks, I have only 

sold a sweeper.” Funny how 
dealers, not alert, will sic fleldglings 
onto cold canvass. Reports I have 
from merchants throughout the coun- 
try indicate that owners, friends and 
acquaintances are the best prospect 
sources. It is only properly trained 
crews, well supervised, that can make 
a go of cold canvass at present. 
Further, there is the necessity of rec- 
ognizing whether a salesman is adept 
at approach or at closing that must be 
considered. This Connecticut Yankee 
of the letter is obviously of the clos- 
ing type. She can demonstrate the 
value of an appliance to any prospect, 
providing she has a friendly chance to 
talk. And just as obviously, she is not 
of the approach type. It irritates her 
not to have the chance to talk of what 
she knows to a stranger. In battering 


| down the wall of indifference which is 


always experienced in cold canvass she 
frustrates her real ability. Someone 
else should do the approach for her, 
or, by approaching satisfied owners, 
she should have the chance for the 
friendly type of contact needed to do 
her best work. Probably, however, a 
dealer of the type with which she is 
seemingly engaged, has created little 


| owner goodwill and has but a small 





list of such to which he could direct 
her. An added probability is that he 
would worry over the possibility of 
her selling something from which he 
couldn’t personally gain the entire 
commission. Among the reasons for 
merchant failure in the appliance field, 
let me state from experience this out- 
standing fact—there is that type of 
merchant who grew into the ownership 
of a business from the profits made as 
a salesman and he fails because he 
always thinks of himself as a sales- 
man. He is constantly alert to gain 
the salesman’s profit for himself. 
“He won’t take me along when he’s 
trying to make a sale himself.” One 
wonders why such a merchant main- 
tains a selling organization at all. He 
wants to do all the work himself. And 
he has neglected to realize one of the 
cardinal points of appliance merchan- 
dising success—that you must dem- 
onstrate the ability to sell just as con- 


CONTINUED FROM PAGE 3 





vincingly as you demonstrate the util- 
ity of the product. No merchant in 
his right mind would expect to sell a 
washer, ironer or refrigerator unseen. 
He knows the necessity of letting the 
prospect see it, feel it, manipulate it. 
Some, however, fail to use the same 
reasoning in energizing their sales 
forces. Certainly this chap has. The 
salesman of any organization must be 
sold, fundamentally, in the same way 
a consumer prospect is. The selling 
opportunity offered him must be dem- 
onstrated. He wants to see, feel and 
know how the selling possibility can 
be accomplished. The fledgling should 
be taken along by the experienced 
salesman and permitted to be in on the 
kill. Nothing will increase his con- 
fidence more. 


NOTHER thing that is sometimes 
f yore is that of giving a new 
salesman as quickly as possible the sat- 
isfaction of having sold and earned. If 
he is permitted to go on for weeks, as 
our Connecticut Yankee has, without 
any sense of accomplishment, he be- 
comes discouraged and if he stays on 
the job at all it is with a feeling of 
defeatism that damages his sparkle in 
front of any prospect. But if he is 
provided, early in his training period, 
with a feeling of having sold and prof- 
ited, he will realize in fact that his 
job is worthwhile and will give it 
everything he has. Suppose someone 
gave you a great story about the pos- 
sibility of hunting woodcock and of 
the potentially large kill that could be 
made. But, after hunting all day and 
not coming near one, could you expect 
to be as alert to shooting one as twi- 
light fell, as if you had early in the 
morning gained the belief that they 
existed from having gunned one? 

The problem of appliance merchan- 
dising is, to a great extent, one of 
human engineering. The truly suc- 
cessful merchant is he who knows he 
must enlarge his own capabilities by 
the proper training and supervision of 
a large enough staff of retail sales- 
men who will contact the greatest 
number of people and tell. the most 
effective story. To get this accom- 
plished, he recognizes that he must 
be ever a student of human nature— 
providing the stimulation, incentive, 
training, chance to profit that makes 
others fight loyally for him and stay 
on when the going is tough. His 
greatest asset is the personalities of 
his sales staff and they are usually 
ruled by their hearts rather than by 
their heads, 

We are motivated by emotions 
as well as by logic. Blue is blue 
by sight, not because of the length of 
its prismatic ray. Salt is salt by taste, 
not because of a crucible’s declaration 
that it is sodium chloride. The great 
things in life are the outsurgings of 
temperament. Nothing is so cold as 
reasoned premise. And, because an 
appliance salesman has to have fire 
and drive, he needs the tonic of hu- 
manness which can as certainly be 
engineered as can anything mathe- 
matical. 
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ADVERTISEMENTS IN 
IO MAGAZINES ARE 
SHOUTING TO HER... 


REG. U. S. PAT. OFF. 


ND THESE advertisements mean business— 

more business, greater profits, extra sales for 

you, if you feature a DULU&X finish as a regular 
part of your sales talk. 

Help yourself to the cream! Cash in on this 
campaign! For 94 advertisements are making re- 
frigerator sales easier for you by winning greater 
consumer-acceptance for DULUX and other 
Du Pont Finishes. 

More than 3,000,000 housewives today have 
DULUX finished refrigerators. Millions more are 
being told: (1) that the gleaming whiter whiteness 
of DULUX stays white longer, (2) that DULUX 
is easier to keep clean, will retain its beauty an 
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Be sure the refrigerator you buy 


has a DULUX finish! 





amazingly long time, (3) that DULUX is resistant 
to cracking, peeling, and chipping, (4) that a 
DULUX finish is resistant to kitchen stains, 
greases and household acids. 

Your prospective customers are being told that 
it’s “swing time’’—time to swing open the re- 
frigerator door before buying—just to make 
sure that it carries the DULUX blue and silver seal 
of extra value. 

Point out to your customers that they get more 
for their money with a DULUX finish. You’!l find 
that this campaign will help you make more sales. 
E. I. du Pont de Nemours & Co., Inc., Finishes 
Division, Wilmington, Delaware. 










REG. U.S. PAT. OFF. 


DULUX 


REG. U. S. PAT. OFF. 


for refrigerators 
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TWO FOR THE 


A RELIABLE MOTOR 


HAT operates quietly and efficiently, requires little or 

no attention, and gives long, care-free service. Here 
are a few of the many reasons why G-E motors are 
reliable: 


Cast-aluminum rotor winding—a one-piece pressure 
casting, without welded or soldered joints. Cannot become 
open-circuited or burn out. 


Quiet—carefully balanced, resilient-rubber mounting. 
Equipped with end-play silencers. Operation of the motor 
does not interfere with radio reception. 


Protected stator windings— thoroughly bonded, and 
resistant to oil, moisture, mild acids and alkalis, 
and vibration. 


Large oil capacity— washer motors have enough 
lubricant to last the life of the washers upon which 
they are originally mounted. Other G-E appliance 
motors require oiling but once a year. 
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A PRACTICAL SALES AID 


G-E motor on the appliances you sell is assurance— 

at a glance—to prospects that the electric equip- 
ment is of high quality. They know from their experience, 
and from that of friends, that G-E motors for refrigera- 
tors, washers, stokers, oil burners, and other appliances 
are long-lived and dependable. General Electric is a 
company in which they have confidence. 


Add this reputation of the motor to that of your appli- 
ances, and you have a solid sales front. Thus, you can de- 
vote more time to increasing sales by emphasizing the 
benefits and economies of the modern all-electric home. 


Moreover, the long, trouble-free service for which 
G-E motors are famous keeps appliances sold—a 
sure way of getting new business and bringing 
back customers for additional purchases. Gen- 
eral Electric Company, Schenectady, New York. 
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Electrical Merchandising Review of the Month 





5,515 ELECTRIC CLEANERS 
SOLD IN PHILADELPHIA 
CAMPAIGN 


The Electrical Association of Philadel- 
phia concluded on April 24th, 1937, the 
most successful Electric Cleaner Cam- 
paign ever sponsored locally on this ap- 
pliance. 

During the campaign period, from 
March 22nd to April 24th, 5,515 electric 
cleaners with an average retail value of 
$48.34 each, were sold by the nineteen par- 
ticipating manufacturers, distributors and 
the utility company, representing the fol- 
lowing eleven different makes of cleaners: 
Apex, Eureka, General Electric, Hamil- 
ton-Beach, Hoover, Kenmore, Magic- 
Aire, Premier, Royal, Universal, West- 
inghouse. 

The amazing total of 5,515 sales is 
particularly gratifying when compared 
with the results obtained in the previous 
years, namely 1,320, 2,374, 2,870 and 3,992 
in the years 1933, 1934, 1935 and 1936, 
respectively. 

The promotion of the campaign was 
built around a premium in the form of an 
attractive pin-it-up table lamp. This lamp, 
complete with combination base, shade, 
diffusing globe and cord was given by the 
Association in connection with each sale 
of an electric cleaner made by the co- 
operating manufacturers and distributors 
during the campaign period. \ 

The premium offer was limited to 
sales of new 1937 floor model electric 
cleaners, having a minimum retail value 
of $29.50. 

The campaign was set up and organ- 
ized on the basis of a quota of 3,000 sales. 
Of the 5,515 sales received, three dis- 
tributors, with direct selling organizations 
and selling electric cleaners exclusively, 
realized 31% of the total, while fifteen 
distributors, selling other appliances along 
with electric cleaners, and depending en- 
tirely on the retail dealer as a sales 
medium received 67%; the utility com- 
pany received 2% as its share of the total. 

Mr. George R. Conover, managing di- 
rector of The Electrical Association, at 
the conclusion of the campaign commented, 
“An Electric Cleaner Activity that pro- 
duces 5,515 sales with a retail value of 
$266,000 in the period of one month, 
proves conclusively that despite a high 
saturation of the market, a campaign that 
is carefully planned, properly timed and 
has the loyal cooperation of all parti- 
cipants, is assured of a high degree of 
success,” 





APEX DIVIDEND 


Mr. C. G. Frantz, president, Apex 
Electrical Manufacturing Company, an- 
nounces that the regular quarterly divi- 
dend of $1.75 per share on the Prior Pre- 
ferred Stock of The Apex Electrical 
Manufacturing Company was declared at 
the Board of Directors’ Meeting June 
10th, 1937, to shareholders of record June 
21st, payable July Ist. 











Now IT’S HURLEY 
UNIVERSITY 


Some 5,000 Thor salesmen the coun- 
try over are studying washing ma- 
chine selling by mail, according to 
latest count, Frank Morrison, assistant 
sales manager, Hurley Machine Co., 
reports. The six books in the course 
were written by Irving Allen, long 
associated with correspondence edu- 
cation. E. A. Ecke, out at Hurley 
Machine Company has the students 
under his wing. Above, Frank Mor- 
rison of Thor with all the answers. 





FRIGIDAIRE TO MARKET 
ELECTRIC RANGE AND WASHER 


DAYTON, Ohio—Frigidaire Division, 
General Motors Corporation, will broaden 
its manufacturing and marketing activity 
in the near future with entrance into the 
general appliance field, E. G. Biechler, 
general manager, announced at the annual 
summer convention of Frigidaire’s dis- 
tributing organization heads. 

First appliances to augment the di- 
vision’s domestic and commercial refriger- 
ation equipment will be electric ranges 
and electric washers, Mr. Biechler said. 
Complete lines of both products are in 
development and will go into production 
in the not too distant future. 

Addition of ranges and washers will 
be the first major change in Frigidaire’s 
line of products since it pioneered in the 
development and manufacture of unit-type 
air conditioning equipment for domestic 
and commercial uses and for railway cars 
and streamlined trains, in all of which 
fields it has become an important factor. 

Frigidaire’s executives, engineers, mar- 
ket analysts and sales managers have 


been working for several years to de- 
termine the public’s desires for ranges 
and washers, Mr. Biechler said. 

An appliance engineering section was 
established a year ago to study various 
types of electric ranges and washing ma- 
chines and to determine how Frigidaire 
could improve on types now being mar- 
keted and thus further serve the interests 
of users, he said. 

Frigidaire’s appliance engineering 
staffs, consulting engineers and consult- 
ing designers have developed the two 
lines of products, and necessary manu- 
facturing equipment, tools and dies for 
their manufacture soon will be ordered 
for installation in the Moraine City plant, 
which is being enlarged and rearranged 
in preparation for the manufacture of the 
new products. 

Marketing plans have not been fully 
developed pending the beginning of pro- 
duction, but indications are that announce- 
ments to the organization and the trade 





will be made late this year. 





MAJOR APPLIANCES AT 
JANUARY EXHIBIT 


CHICAGO—The Eleventh Annual Na- 
tional House Furnishing Exhibit will be 
held January 9th to 15th, 1938, at the 
Stevens Hotel, Chicago. It opens the 
second week of January, the same as 
the 1937 Exhibit. These are also the 
dates for the second week of the Janu- 
ary Furniture Market in Chicago. 

A new feature of the 1938 National 
Exhibit will be the grouping together 
of Major Appliance Lines in the Exhi- 
bition Hall of the Stevens, an improve- 
ment that buyers and manufacturers ap- 
prove. All other house furnishing lines 
will be shown on the fifth, sixth, seventh, 
eighth and ninth floors, including Minor 
Electric Appliances. Only Major Appli- 
ance Lines will be shown in Exhibition 
Hall. 

Buyers’ favor this method of showing 
Major Appliances together. It permits 
improved space and display. arrangements, 
with additional convenience and saving 
of time for them. At the buyers’ re- 
quest an index of firms classified by items 
was added to the Annual BLUE BOOK 
Directory, because buyers prefer to see 
all manufacturers of the same Jine or 
lines one after another. ‘ 

The use of Exhibition Hall gives the 
manufacturer space for more attractive 
arrangement, and has other advaritages 
in displaying and merchandising their 
product. It is the equivalent of a whole 
floor of rooms. It is especially built and 
equipped for such displays, having power, 
air, water, steam and gas connections, 
not available in rooms. 
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JAMES H. McGRAW, Jr. 
NEW McGRAW-HILL 
PRESIDENT 


Effective June 21, James H. McGraw, 
Jr., was elected president of the McGraw- 
Hill Publishing Co., to succeed Malcolm 
Muir, resigned. Mr. McGraw, Jr., con- 
tinues as chairman of the board and as- 
sumes the additional responsibilities of the 
office of president. 

Following his graduation from Prince- 
ton University in 1915, Mr. McGraw 
entered the service of the company and 
for twenty-one years has served actively 
in various posts connected with its pub- 
lishing. activities. After eight years of 
service with individual papers and groups 
of papers, he entered the general man- 
agement of the company as treasurer in 
1923, atid became executive vice-president 
in 1932. In 1935 tre was elected chairman 
ofthe board to succeed James H. 
McGraw, founder of the company. 

In 1932 and 1933, Mr. McGraw served 
as president. of the Associated Business 
Papers and in addition to his work in his 
own company he has contributed gener- 
ously of his time and effort to the ad- 
vancement of business paper publishing. 
Thoroughly grounded in the editorial tra- 
dition, he has applied himself aggressively 
to keeping the business paper abreast of 
what is best in modern publishing prac- 
tice from the viewpoint of both readers 
and: advertisers. 
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Herbert |. Sackett, president, Electrical League of the Niagara Frontier 


opens the Electric Range 


Show, sponsored by the League, by cutting the 


ribbon. He is assisted by Dr. Walter S. Goodale, superintendent, Buffalo 
City Hospital and George J. Reichert, sales manager, Buffalo Niagara 


& Eastern Power Corp. 


38,000 ATTEND RANGE SHOW 
IN BUFFALO 


91 Ranges Sold; 687 Live Prospects Obtained 


BUFFALO—As a result of the enthusi- | factory publicity to the undertaking in 


asm which followed the conclusion of the 
Spring Electric Refrigeration Show, dis- 
tributors of electric ranges in the city of 
Buffalo decided to conduct an Electric 


Range Show at the Electric Building dur- | 


ing the week of May 17th, under the 
sponsorship of the Electrical League of 
the Niagara Frontier. 

In order to test the relative drawing 
power of the Electric Range Show as 
compared with the Electric Refrigeration 


Show, the publicity program engaged in | 


for the Refrigeration Show was practic- 
ally duplicated. In place of giving away 
“an electric refrigerator a day,” however, 
“an electric range a day” was given away. 
A very liberal exposure of newspaper ad- 
vertising and radio broadcasting was used, 
in addition to a large number of window 
banners and automobile bumper signs 
which were given out to dealers and dis- 
tributors. However, the Committee feels 
that thee biggest advertising pull came 
from the light bill enclosures. 

The Electric Range Show was given a 
grand send-off on the opening day by offi- 
cials of the League and Dr. Walter S. 
Goodale superintendent of the Buffalo 
City Hospital. The newspapers in addi- 
tion to running the advertising gave satis- 





spite of the fact that Buffalo may be con- 
sidered a very favorable gas city with 
gas selling at 65¢ a thousand cubic feet, 
each foot having heat value of 950 b.t.u. 

Mr. George J. Reichert, Appliance 
Sales Manager of the Buffalo Niagara 
Electric Corporation, was chairman of the 
Show Committee. Samuel S. Vineberg 
of the Electric League looked after the 
management of details. The exhibitors 
in the show were as follows: 


Distributor Range 
McCarthy Bros. & Ford Westinghouse 
Malleable Iron Range Co. Monarch 


Adams-Hubbard Corp. Quality 
L. A. Woolley, Inc. Universal 
H. I. Sackett Elec. Co. Estate 


General Elec. Supply Corp. Hotpoint 
Frank W. Wolf, Inc. General Elec. 


Graybar Electric Co. L&H 
Sears, Roebuck & Co. Prosperity 
Ontario Electric Co. Crawford 
Appliance Wholesalers Kelvinator 
W. Bargman Co. Norge 


The 1937 Show was declared an out- 
standing success by the exhibitors and 
dealers, and it was requested that such 
an activity become an annual affair. 





DENVER—A smashing fall and win-° 


ter electrical appliance sales campaign, 
employing all the forces of advertising 
and publicity, plus the effort of approxi- 
mately 10,000 persons, has been charted 
by Gaylord B. Buck, chairman of the 
Rocky Mountain Electrical League’s Sales 
and Promotion Section. 

The program, which will bring into 
play the combined efforts of more than a 
score of local Electrical Leagues and 
every Distributor, Manufacturer, Dealer, 
Contractor, and Utility in the League’s 
jurisdiction, will entail the expenditure 
of more than $50,000. This sum will pro- 
vide a continuous series of radio broad- 
casts; a 60-day newspaper advertising 
campaign; a direct mail campaign that 
will reach hundreds of thousands of per- 


ROCKY MOUNTAIN LEAGUE LAUNCHES 
$50,000 SALES PROGRAM 





sons; the display of thousands of posters ; 
a series of expositions, demonstrations, 
and shows throughout the territory; al- 
luring window display and sales contests ; 
and numerous other interest-building and 
business-capturing endeavors. 

This super-ambitious project will be 
supported by and tied in with the Na- 
tional Electrical Housewares sales pro- 
gram, sponsored by the Edison Electric 
Institute and 15 of the largest electrical 
manufacturers in the United States. 

The League’s program, all wrapped and 
ready for use by every dealer in Colorado, 
New Mexico, Wyoming, South Dakota, 
and other states which usually join in 
the undertakings of this area, will be 
released at the annual convention, Estes 
Park, Colorado, September 13 to 15. 





CONNECTICUT CAMPAIGN 


HARTFORD—Impressive sales results 
were achieved this year during its eleventh 
week Spring Sales Campaign by The 
Connecticut Light and Power Company 
which serves 135,000 residential electric 
customers spread over two-thirds of Con- 
necticut’s area. Under the banner “Raise 
The Standard,” 4,880 electric refrigera- 
tors, ranges and water heaters were sold, 
an increase of 19 per cent over the 1936 
Spring Campaign, despite the fact that 
this year’s campaign period began a 
month earlier, in March instead of April, 
as had been the practice in the past. 

Notable too for the showing it made 
was the eleventh and final week of the 
activity, designated as William M. Walsh 
Week, as a mark of loyalty and esteem 
for Mr. Walsh, merchandising manager. 
During this period Mr. Walsh was pre- 
vented from participating due to illness. 
A total of 821 units was placed in cus- 
tomers’ homes during the one week, 86 
per cent more than were sold in the 
eleventh week of the Spring Campaign 
last year. 

Largely responsible for these results 
were thorough organization, well-trained 
man power, and intensive effort on the 
part of all. Special features included 3- 
year payment terms, advantageous group- 
sales offer, attractive inducements to sales- 
men, dealer cooperation, and whole- 
hearted general employee participation. 
Leads turned in by general employees led 
to the sale of 904 units. Conclusion of 
this campaign is being followed by initia- 
tion of two others—one to sell refrigera- 
tors to low-consumption customers and the 
other centered on ranges and water 
heaters. 








The speed-up has hit the handicraft 
industries, and in Pueblo, Colorado, 
where the El Pueblo Weavers hand- 
weave cloth and make neckties in 
their own plant, General Electric flat- 
plate ironers have superseded hand 
irons, more than doubling produc- 


tion. In 19 months the flatplate 
shown here has seen service equal to 
ten years in the ordinary home. The 
equipment was sold by the Southern 
Colorado Power Company of Pueblo. 
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KANSAS CITY JUBILEE 


History was made in the electrical industry Thursday evening, May 20, at the Pla-More when 2300 adults and 300 children connected with the industry assembled for the first 
Electric Jubilee given by the Electric & Radio Association of Kansas City, Mo. A great free party, staged for industry employees and their families, the object being 
to develop an esprit de corps that would carry the industry on to new heights of accomplishment and progress was held. 
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UTAH RANGE AND 
WATER HEATER SALES 


The Utah Power & Light Company’s 
dealer and company range and water 
heater campaign was a great success. 
The company reports 1,600 ranges sold 
in sixty days, of which dealer accounted 
for a full 50 per cent. About 350 water 
heaters were sold during May up to the 
25th of the month, 80 of them by deal- 
ers. This compares with a record of 356 
water heaters sold last year during the 
entire first four months of the year, of 
which only 8 represented dealer sales. To 
encourage dealer and company employee 
use of electric water heating, the power 
company has offered free wiring and in- 
stallation of equipment sold to dealers or 
their employees. Most of the retail mer- 
chants have contributed the offer of heat- 
ers at cost to their salesmen. Returns 
on this offer are just beginning to come 
in, but an enthusiastic response is re- 
ported. One dealer sold 8 heaters to his 
28 employees. A similar offer to power 
company employees resulted in a sale of 
47 in 25 days time in Salt Lake alone. 
This represents 7 per cent of the Salt 
Lake employees of the company. - Dur- 
ing the month of May the sale of water 
heaters by utility salesmen actually ex- 
ceeded the sale of electric ranges. re- 
cent survey of 2,000 water heaters on the 
Utah company’s lines indicates that the 
average cost of heating water electrically 
under Utah rates is $2.83 per customer 
monthly. 





HOME SERVICE GIRLS 
PROMOTE RADIO SALES 


The forty-eight home service girls of 
the Utah Power and Light Company are 
being given instruction in radio operation. 
They are to be trained to bring up the 
subject on their visits to the homes of 
customers, suggesting that new radio 
tubes cost little and that new radio sets 
can be had at small cost. Prospects 
which are developed through these con- 
tacts will be referred to radio dealers. 





NEW DEALER COORDINA- 
TION PLAN IN UTAH 


Dealer contact work for the Utah 
Power and Light Company has been 
turned over to the company’s fifty-one 
salesmen. Each man is assigned a list 
of about eight dealers, whom he visits 
regularly, keeping them in touch with 
the utilities plans and promotion activi- 
ties and assisting them in their work 
where he can. This gives more imme- 
diate contact between dealers’ and utility 
selling forces. 











‘Crosley's "Show Boat on Wheels” is 
visiting dealers in Kentucky, Ohio 
and Indiana, and as a result, sales 
have doubled on washers and ironers. 
Left to right: W. T. White, manager, 
Washer-lroner Division, Crosley; 
Powell Crosley, Ill., vice president; 
and Guy M. Hopper, special sales- 
man. 





Here's another of the growing fleet of trailers being used by the electrical 
industry. Above is a special trailer built for the Knapp-Monarch Company, 
while at the left is a shot of the interior. 








BOISE ADOPTS TRADE-IN 
CODE 


Electrical dealers of Boise recently 
formed an Electrical Dealers Association, 
the first act of which was the adoption 
of an electric refrigerator selling code. 
This provides’ for: 

1.No discounts except for quantity 

sales and these not to exceed 5 per 
cent in quantities of from 3 to 6; or 
10 per cent when the sale involves 7 
or over. 

2.No premiums or free goods given 
with the sale of an electric refriger- 
ator. 

. No refrigerator delivered except for 
a bonafide sale (in other words, no 
home demonstrations). 

4. Maximum trade-in allowance on ice 
boxes to be 3 per cent of the value 
of the refrigerator sold. 

. Trade-in allowances on old electric 
refrigerators not to be greater than a 
reasonable resale value of the appli- 
ance. 

William Hopper is chairman of the 
new organization and the Board of Con- 


w 


wn 








trol includes: Robert Overstreet of the 
Idaho Power Company, Eid M. Roberts 
of the Radio Supply Company and, last but 
not least, W. J. Jones of Sears-Roebuck 
Company. 


Robinson's New Suit 


Kinsey Robinson, president of the 
Idaho Power Company, last fall bet the 
manufacturers that his company and the 
dealers in the Idaho territory would end 
1936 with the sale of 4,000 ranges and 
2,000 water heaters to their credit. The 
prize, if he won, was to be a suit of 
clothes and six shirts for Mr. Robinson. 
In September the record was 700 ranges 
and 200 water heaters short. The last 16 
weeks of the year were devoted to a 
campaign designed to assure the winning 
of the bet. 

Long before the year had ended 
dealers and power company salesmen had 
sold 1,204 ranges and 654 water heaters, 
bringing the totals to 4,378 and 2,518 
respectively. Mr. Robinson has his new 
suit of clothes. 





RENO CELEBRATES 


On April 30 the Sierra Pacific Power 
Company celebrated another one of those 
milestones with a dinner to which all the 
local trade were invited. The event was 
the passing of the 1,200 kw.-hr. domestic 
consumer usage mark. As a matter of 
fact the figure on that date was 1,246 
kw.-hr. per customer, a 25 per cent in- 
crease in 18 months. The company con- 
fidently expects to reach the 1,500 mark 
by the end of the year. Sales of elec- 
trical appliances in this district, which 
centers at Reno, Nevada, are almost en- 
tirely in the hands of specialty dealers. 
The power company does no merchan- 
dising, but gives a bonus on the sale of 
ranges and on wiring costs where com- 
petitive fuel units are displaced and aids 
in advertising up to one-half the cost. 
This help is conditioned on past sales 
and future possibilities and is not ex- 
tended to new firms which are not pre- 
pared to do a full job in the field. This 
protective policy has fostered the develop- 
ment of a number of active and success- 
ful electrical dealers. Sales for 1936 in- 
cluded 1,009 refrigerators, 817 ranges and 
189 water heaters. 





was announced, 
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KANSAS CITY RANGE DRIVE 


The first electric range cooperative meeting held by the Electrical and Radio Association of Kansas City brought out 350 dealers, salesmen and distributors. This meeting 
signaled the opening of the range market to the dealers in Kansas City as selling had been done in the past by the Kansas City Power & Light Co. A 90 day campaign 
with cash bonuses for salesmen. Free wiring, free cooking utensils, a 5 year service guarantee, and home economist heips were announced. 
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Listed as standard 
by Underwriters’ 
‘Laboratories ing Laboratories 


Certified by 


This is the new Belden Unbreakable Soft 
Rubber Plug. Its modern streamlined 
design was created by Raymond Loewy. 
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YOU DON'T HAVE TO PAY THE 
“PIPER TO EXTERMINATE 


CORDITIS 


’ It doesn’t cost a thousand guilders to rid Hamelin Town or 

























any other town of Corditis. That’s why there’s no excuse 
in the world for making your customers suffer from this 


serious affliction. 


If Belden Electrical Cords were much more expensive 
than ordinary cords, there might be some excuse for suf- 
fering the trials and tribulations of Corditis. But they’re 
not. In many cases it actually saves the manufacturer 
money to give your customers Corditis-free service—to 
cut out your costly service calls—and to give you the extra 
sales appeal of the only electrical cords advertised in the 


Saturday Evening Post, Good Housekeeping, and Time. 


Specify Belden Electrical Cords on all the appliances 
* you sell. Remember you only have to pay this Corditis 


= piper when he doesn’t work for you. 


Pe. Belden Manufacturing Co., 4663 W. Van Buren St., Chicago 


iance cord sets 

ont approved by 
eping 

Institute 


Millions of appliance users are learning the story of 
Corditis from regular advertising in these magazines. 





PAGE 36 








NEW JOB FOR 
‘WILLIAM SHAW 


CLEVELAN D—Announcement is made 
effective July 1, that William Shaw, fol- 
lower of Freud, Ivy Lee and other deep 
thinkers who understand human behavior, 
will handle the publicity and public rela- 
tions of the Vacuum Cleaner Manufac- 
turers Association. Mr. Shaw already is 
looking after the welfare of the air con- 
ditioning industry and the American 
Washing Machine Manufacturers Associa- 
tion. 

The story goes that the eagle eye of 
Clarence G. Frantz of Apex, who heads 
the Washer Association, was first to 
realize that a great deal could be done 
for vacuum cleaners, which also are 
manufactured by Apex. As a result, R. J. 
Simmons of the Birtman Electric Co., 
president of the Association, started the 
wheels rolling and plans are under way 
to tackle the obsolescence factor, some- 
thing which slows up cleaner sales. With 
a 70 per cent saturation in large cities 
and 30 per cent in smaller towns, it is 
felt something can be done to sell the 
public on the idea of (1) health, (2) 
preservation of floor coverings and (3) 
the idea of two cleaners to the home. 





GRAY & DUDLEY BUYS 
ANOTHER STOVE COMPANY 


NASHVILLE—The Gray & Dudley 
Company, range and furnace manufac- 
turers of Nashville, Tenn., have pur- 
chased the business of the Volunteeer 
Mfg. Company, another stove manufac- 
turer of Nashville, according to a recent 
announcement by Houston Dudley, presi- 
dent. 

Gray & Dudley will, therefore, in the 
future manufacture two distinct lines of 
stoves, the announcement said, the Wash- 
ington trade-mark as heretofore and the 
Volco trade-mark line. 





MORAINE PRODUCTS TO 
HAVE NEW FACTORY 
IN DAYTON, O. 


DAYTON, OHIO—Further expansion 
of General Motors operations in Dayton 
was made known today with announce- 
ment by James H. Davis, general manager 
of Moraine Products division, that a 
completely new plant will be constructed 
for his division on Wisconsin boulevard 
in a project that will cost approximately 


Moraine Products division, formed in 
1922 as a result of experiments conducted 
at the G-M research laboratories here, is 
the largest producer of oil impregnated 
bearings in the world. 
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wp FOR FASTER FREEZING... 9 
erican NEATNESS...CONVENIENCE 66 ih 
Suspended from the tray so the cold air within the freezing unit com-  #f #— 9 S@aQ@MNAIY. VS on6-4 
tes pletely surrounds each cup immediately, freezing them all at once 
Mey “ rather than one after another, as in conventional trays where the cold 
- done must first penetrate the outside cubes, freezing time with CoNICE Trays 
> are is greatly shortened . . . electricity consumption tremendously reduced. 
soa | And the added neatness and convenience of CONICE has particular 
: 0., appeal to buyers of mechanical refrigerators today. No more 
fine | thawing under the spigot (a twist of the wrist automatically releases ASSURE EFFORTLESS REMOVAL 
some- each piece separately); as many pieces as are wanted without WITHOUT STICKING TO SHELVES 
With removing a tray full; no slopping on refills; easier storage of an j : ] ‘ ; 
cities extra supply...all these, and other features No other ice tray offers this revolutionary design which allows for free 
the of “individually packaged” CoNICE, finally removal without prying, pounding, or requiring mechanical loosening of 
| (2) make home refrigeration completely desirable. any kind. Resting on sled-like runners, CONICE Trays are immediately 
1 (3) responsive to the slightest touch . . . afford no opportunity for ice forma- 
me. tions on the shelves or around the outside of the unit to interfere with 
their removal. During the warm months, when frequent exposure to out- 
| side humidity greatly increases the frosting around the unit, this unique 
| | Mt feature of CONICE Trays will be particularly appreciated . . . but even 
| | | at other times, when trays are left standing for longer intervals and 
have sufficient chance to freeze tight between 
\NY <a fillings, CONICE design will also be found a 
distinct advantage over flat-bottom type trays. 
udley 
ufac- 
pur- 
iteeer 
ufac- 
ecent 
presi- 
n the 
2s of 
fash Although new on the market, CONICE Trays are already making 
the 
money for many dealers! Past buyers of mechanical refrigerators 
are equally as good prospects as those in the market for this year’s 
models. .. everybody wants the latest improvements, and CoNICE 
fits old refrigerators as well as the new ones. So order a good supply 
° of CONICE Trays without further delay . . . they'll make your floor 
models ‘“‘more modern than the day they left the factory.” They're 
priced to sell at only $1.95 a pair. . . the equivalent in shelf space 
_ of one ordinary type tray ... and if you want a sample cup and 
<n cover for a personal demonstration send 10c to cover mailing. 
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There is always a crowd around “Hill Billy Ambassador of Electrical Living" at 

| sie the Electrical Industries Exhibit at Cleveland's 1937 Great Lakes Exposition. 

a Though he can't leave his seat, the mechanical Hill Billy smokes cigarettes, plays a 

y ™ ; 24 guitar, sings old farm tunes, and generally answers any questions about Fimselt 
IM SO WEAK | COMLDNT oa or the hundreds of electrical appliances on display around him. 

eS bee. | The Electrical Industries Exhibit at the Great Lakes fair occupies three large sec- 

CO0/ AN E VF CUP! all ys a? dae tions in the Hall of Progress. Model electrical kitchens, light meter demonstra- 

~ o o> | A est, tions, home refrigeration systems and a complete display of pin-up and IES study 

™, Fra 4 > and reading lamps are featured. A free electric range is given away every 

week by the Electrical League of Cleveland. 


PUBLICITY POWER HOUSE 


Waiting for a hot flash of inspiration on electric ranges, these three gentlemen 
are shown champing at the bit after the announcement that Frigidaire would 
manufacture these products. Shown at the left is Jim Irwin, generalissimo of 

Frigidaire publicity, next is Colonel (real McCoy, that “Colonel") R. P. Robinson, 
ivIstoN and Leo Rosenberg of Lord & Thomas, the advertising agency. 


Davyto™ ob 


NEW GENERAL SALES MANAGER FOR EBASCO 


Ash Collins and Reddy-Kilowatt entertained at the Chicago meeting of the 
E. E. 1. Among the friends of Reddy were Chas. A. Eastman, (right) new gen- 
eral sales manager, Ebasco Service, Inc., New York City. 
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NEW JOBS AT 
PUGET SOUND P. & L. 


Patrick Johnson has been named to 
succeed Tom D. Fulford as general 
sales manager of the Puget Sound 
Power & Light Company. Mr. Fulford 
has accepted the position of general 
sales manager with the Virginia Elec- 
tric & Power Company, Richmond, 
Va. He was division sales manager 
of this Company prior to joining the 
Puget Sound Power & Light Company. 

H. C. Webb, formerly assistant sales 
manager of the Virginia Electric & 
Power Company, has been appointed 
assistant to Mr. Johnson at Seattle. 
He will have special charge of rates 
and rural extension development. 

The commercial lighting section and 
the power sales section have been con- 
solidated into a commercial and indus- 
trial section in charge of C. T. Bake- 
man. Mr. Bakeman formerly had 
charge of commercial and home light- 
ing. 

The company’s home service and 
home lighting sections have been con- 
solidated into an expanded home serv- 
ice section under the direction of Mrs. 
Edith Rauch, who had formerly di- 
rected the activities of the home serv- 
ice section. 

With the foregoing changes the 
following will conduct sales activities 
under the direction of Mr. Johnson; 
R. W. Clark, merchandise manager 
and dealer sales promotion; F. E. 
Ross, merchandise sales and sales pro- 
motion; and J. C. Scott, farm electri- 
fication. 





SYRACUSE PROMOTING 
KITCHENS 


SYRACUSE, N. Y.—The Syracuse 
Lighting Company have gone into one 
of the most intensive promotions of 
step-saving electric kitchens, according 
to a recent bulletin describing the ac- 
tivity which is under the direction of 
T. E, Federer, sales manager of the 
company and Miss Nevins, home serv- 
ice director. 

Newspaper advertising, cooking 
schools, letter-writing contests with 
prizes, kitchen advisory services for 
dealers, direct mail promotion and the 
inclusion of the step-saving kitchen in 
the Five-Star Home Promotion of 
Niagara~-Hudson System are all part 
of the plan. 





EHFA SIGNS THREE MORE 


Electric Home and Farm Authority 
today announced that contracts had 
been closed with the City of La Fay- 
ette, Georgia; the City of Fairbury, 
Nebraska, and the Town of Muscle 
Shoals, Alabama, which own and 
operate local municipal utilities. The 
contracts provide that Electric Home 
and Farm Authority and the utilities 
will cooperate in financing the sale of 
electrical appliances for use by con- 
a located on the utilities’ power 
ines, 
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A hand, and a little paint brush—what 


have these to do with heating-element wire? 


Well, it takes talent to paint a 
masterpiece. And it takes some- 
thing closely akin to talent, to 
master the problems of making a 
nickel-chromium resistor alloy, as 
good as Chromel. Still, we don’t 
claim to be talented, like a genius. 
But having created the original 
nickel-chromium heating element 
alloy in 1906, and having studied it 
and worked with it for 30 years, 
it is natural that we have acquired 
knowledge and skill—which benefit 
you. Whether you make or sell 
devices, or use electric heat, your- 
self—you safely take care of your 
own, and your customers’ interests, 
when you specify heating elements 
made of Chromel. . . . If interested 
in heating-unit design, you'll find 
Catalog K useful. ... Hoskins Manu- 
facturing Co., Detroit, Michigan. 


THE WIRE THAT MADE ELECTRIC HEAT POSSIBLE. 


& 
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Waataa we call ela aatai 


to design a 


VACUUM CLEANER 


a J. H. Van Aernam, New York Power & Light, Albany, N. Y., inspects one of the 
M O T O 1 new McCalls Magazine Test Kitchens. He is looking for ideas for his Five Star 
Homes and Miss Caroline Cecil of McCalls is giving him some expert advice. 
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| HAT’s the way one vacuum cleaner manufacturer put it. Our _ eo : > 
engineers had just designed a highly satisfactory motor for his new George H. Stickney, forty years with General Electric Company, was honored 
model and, in the course of their work, suggested several refine- at a “chefs” dinner given as part of the Annual Advanced Lighting Conference 
: : " : held recently at Nela Park. Above, left to right: John Arthur, Kansas City 
ments in the vacuum cleaner itself. We appreciate the manufac- Power & Light; Ward Harrison, director Nela Park Engineering; Mr. Stickney; 
turer’s praise—particularly since the service we rendered was not and E. E. Potter, eastern sales manager, G-E incandescent lamp dept. 


an unusual one for us. 


Working with vacuum-cleaner manufacturers on their motor 
problems is our specialized business—has been since 1915 (when 
this company was organized as the Domestic Electric Company). 


Over the years since then many vacuum cleaner manufacturers 
have learned that, when they come to us, they get what they want 
when they want it. There are no branch offices, interdepartmental 
barriers or other red tape to wade through. The men who run our 
business are long-experienced vacuum cleaner motor engineers who 
work directly with the vacuum cleaner manufacturer, tackle the 
motor designing job immediately, get it done quickly, get it done 
right. 





And our plant facilities are extensive enough and flexible enough 
to reduce to a minimum the time between approval of the motor , ee hn . 


design and delivery of the finished motors—in quantity—from our Out for a new world's record. Branch managers and salesmen of the Duke Power 
Company at a Kelvinator campaign sales meeting held in Greensboro, N. C. This 
group has hung up four world records in as many years for utility sales of a single 
refrigerator in a single campaign period. 


production line. 


When it comes to making satisfied customers, you can’t beat 
Black & Decker (formerly Domestic Electric) Motors. Long years 
of satisfactory service—and the continued patronage of leading 
vacuum cleaner manufacturers—prove that beyond any doubt. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
formerly 


= ) . ‘ 
The Domestic Electric Company Here are four willing horses in the climax of the three weeks’ promotion cam- 


paign on kitchen ee —_. by the North Central Associated Electrical 

Industries. Left to right: Harry Wallace of the Crane Co.; C. R. Thorson, appli- 

SPECIALISTS IN THE DESIGN AND APPLICATION ance division, General Electric Co., Minneapolis; H. E. Young, vice president, 
OF UNIVERSAL MOTORS Northern States Power Co.. and Dr. G, W. Allison. 
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DELCO-FRIGIDAIRE 
AIR CONDITIONING 
DRIVE 


DAYTON, OHIO—The nearly 
2,000 retail outlets of Delco-Frigidaire, 
the air conditioning division of Gen- 
eral Motors, will get under way im- 
mediately on one of the most com- 
pletely planned sales campaigns the 
automatic heating and air conditioning 
industry has known to date, James J. 
Nance, general sales manager, an- 
nounced. 

Beginning of the selling activity 
will see the breaking of a twelve- 
month Delco-Frigidaire advertising 
campaign that is several times as great 
as any previous schedule released by 
General Motors in this field, Mr. 
Nance said. 

Preparatory to the launching of the 
selling and advertising activity, execu- 
tives of Delco-Frigidaire, headed by 
Mr. Nance, C. J. Bachman, sales man- 
ager, O. E. Wolf, sales planning man- 
ager, C. E. Lewis, chief sales engi- 
neer, and others from the headquar- 
ters staff here have met in key cities 
of the country to outline the cam- 
paigns with distributors, dealers and 
salesmen. These meetings followed a 
distributors’ convention in Dayton 
presided over by E. G. Biechler, gen- 
eral manager of Delco-Frigidaire. 

In its 1937 activity, Delco-Frigid- 
aire approaches the various markets 
that already exist for or are develop- 
ing for automatic heating equipment, 
air conditioning equipment and room 
cooling units, Mr. Nance said. 

“Sixty per cent of the automatic 
heating equipment sales in 1936 were 
made to buyers with incomes between 
$1,800 and $4,500 a year,” Mr. Nance 
said. “We estimate that 1,000 auto- 
matic heating equipment sales a day 
will be made in 1937, of which 150 to 
200 will be for homes to be built this 
year. Five hundred to seven hundred 
of the daily purchases will be to 
buyers who are converting their 
shovel-fired plants to automatic heat- 
ing units. Approximately 100 per day 
will replace obsolete automatic heat- 
ing plants with completely new auto- 
matic plants.” 

On the air conditioning and room 
cooling side of the picture, the market 
will be met with a complete line of 
systems and units for existing resi- 
dences, new residences, commercial 
establishments, offices, industrial build- 
ings, and other types of housing. 


CROSLEY AWARDS CONTRACT 
TO BUILD RICHMOND PLANT 


CINCINNATI—Contract to build 
the new Crosley factory at Richmond, 
Ind., has been awarded to the John L. 
Mueller Co., Richmond contracting 
firm, Lewis M. Crosley, vice-president 
and general manager, Crosley Radio 
Corporation, announced today. 

The plant will be 1200 by 200 feet 
and one story high. It will be used 
for the manufacture of cabinets for 
Shelvador electric refrigerators. Work 
will be started immediately, Mr. Cros- 
ley said. The cost of the development 
is estimated to be approximately 


$1,000,000. 


G-E RADIO DEALERS: 





Dealers who are listed will benefit most 
from G-E newspaper advertising 


General Electric knows that the Classified 
gets results. The Company has just author- 


ized another trade mark heading to be in- 


cluded in classified t directories 
serving cities of 50,000 and over. This one — 
is G-E Radio. : 

G-E dealers should identify themselves 
under this famous brand. : 

Get your share of G-E prospects who 
find where to buy it, in the Classified. — 

It will be profitable —and ‘for this ad- 
ditional reason. G-E Radio is planning an 
aggressive advertising campaign in news- 
papers all over the country. New buying 
will be stimulated, more and more people 
looking for local G-E dealers. 

Tie in with this advertising. Reap the 
direct benefit. Order your listing now 
under G-E Radio. ER 

Just call the directory repre- 7 gy 


‘sentative at your local telephone \): 
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ORDER YOUR LISTINGS NOW 














6. J. CHAPMAN 
Manager Specialty Appliance 
Sales Division 


6. D. KOBICK 
Manager Dishwasher, Disposal! 
and Unit Kitchen Sales Section 


Cc. J. ENDERLE 


Sales Manager Dishwasher, Dis- 


posall and Unit Kitchen 


A. L. SCAIFE 
Advertising & Sales Promotion 


Cc. 6. SMITH 
Credit and Financial 
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R. C. CAMERON 
Assistant Manager 


A. M. SWEENEY 
Manager Domestic Refrigeration 
Sales Section 


W. E. LANDMESSER 
Manager Commercial Refrigeratior 
Sales Section 


New Organization Setup 


G. E. Appliance and 


CLEVELAND—Organization changes in the 
Specialty Appliance Sales Division of the 
Appliance & Merchandise Department of Gen- 
eral Electric Company will interest distributors, 
dealers and others in the industry. 

The new setup is announced by G. J. Chap- 
man, manager of the Specialty Appliance Sales 
Division. R. C. Cameron is assistant manager 
of the division. Four district business units, to 
be known as Sections, have been formed, giving 
the Section managers definite responsibilities 
as follows: A. M. Sweeney, manager of Do- 
mestic Refrigeration Sales Section; W. E. 
Landmesser, manager of Commercial Refrigera- 
tion Sales Section; W. T. Christy, manager of 
Range and Water Heater Sales Section, with 
J. R. Poteat as sales manager of that section; 
and G. D. Kobick, manager of Dishwasher, 
Disposall and Unit Kitchen Sales Section, with 
C. J. Enderle as sales manager. Edwina Nolan 
is manager of the newly formed Home Service 
Section. 

Other section managers with important duties 
serving the Specialty Appliance Sales Division 
include: A. L. Scaife, Advertising and Sales 
Promotion; N. B. Ronning, Distribution; W. M. 


W. M. TIMMERMAN 
Commercial Engineering 


H. P. SMITH 


H. H. BOSWORTH 
Central Station 


C. A, REEVES 
Auditing District Manager, Boston 


Merchandise Department 


Timmerman, Commercial Engineering; H. H. 
Bosworth, Central Station; W. C. Noll, Prod- 
uct; C. G. Smith, Credit and Financial; and 
H. P, Smith, Auditing. 

Appliance and Merchandise Department Dis- 
trict managers took over the responsibility for 
the supervision of all sales functions in the 
field, on Cleveland as well as Bridgeport items, 
as of January 1. This change, together with 
a reallocation of district territories, made it 
necessary to reassign territories covered by 
Specialty Appliance Representatives. The cor- 
rected list of Specialty Appliance Representatives 
and their locations follow: C. A. Reeves, 
Boston; A. O. Anderson, New York City; Law- 
rence Jennings, Philadelphia; B. M. Raborn, 
Atlanta; Lindsay Morrison, Utica; E. H. Wiggs, 
Pittsburgh; M. J. Young, Cleveland; J. W. 
Long, Chicago; W. D. McKelvey, St. Louis; 
J. G. Gaines, Dallas; S. S. Ernest, Salt Lake 
City, and R. C. Padget, Jr., Portland. J. J. 
Burns, assistant district manager at San Fran- 
cisco, assumes the duties of Specialty Appliance 
Representative in that district. 

(Please turn to page 48) 


W. C. NOLL 
Product 


A. O. ANDERSON 
District Manager, New York City 


W. T. CHRISTY 
Manager Range & Water Heater 
Sales Section 


EDWINA NOLAN 
Manager Home Service Section 


J. R. POTEAT 
Sales Manager Range & Water 
Heater 


tbe. 


N. B. RONNING 
Distribution 


LAWRENCE JENNINGS 
District Manager, Philadelphia 
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The broadside bere reproduced shows Hotpoint’s way 
of pulling sales for themselves—and for you—by fea- 
turing all their Monel-topped ranges, ‘‘Dorian’’ and 
"'Belmont"’ included. 
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HIGH COST’ MYTH! 


[TS a tip from Hotpoint! The spread 
above shows that Hotpoint believes it’s 
good business to get behind a good thing. 
And Hotpoint knows from experience 
how good Monel* is. 

Hotpoint is putting plenty of selling 
punch behind “Dorian” and “Belmont” 
... the two ranges AT THE LOWEST PRICE 
HOTPOINT HAS EVER OFFERED MODELS 
TOPPED WITH MONEL! Your customers, 
too, know Monel as the ideal kitchen 
metal . . . rust proof, crack proof, silvery, 
and long-lived. 

So here’s your chance to build profits 
this fall. With these models Hotpoint 
banishes the notion that Monel is out of 
reach. And at these prices, Hotpoint ap- 
peals to a much larger market. Play up 
“Dorian” and “Belmont” strong, and 
























Hotpoint "'Dorian’’ range, with Monel top. Made 


s : Hotpoint "'Belmont’’ range, with Monel top 
by Edison General Electric Appliance Co., Chi- watch your sales climb. For the full price- These two ranges offer the lowest price yet at 
cago, Ill. Like the ''Belmont’’, the ‘'Dorian’’ is li : d which the public could buy Hotpoint models 
equipped with Calrod beating units of Inconel. ist, write to-day to with Monel. 


THE INTERNATIONAL NICKEL COMPANY, INC. © 67 Wall Street, New York, N. ¥. 


MONEL 
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* Monel is a registered trade-mark applied to an alloy containing x | 
two-thirds Nickel: and one-third copper. This alloy is mined, smelted, refined, 
rolled, and marketed solely by International Nickel. 
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R. M, 


range 


Beatty, 
sales, 


manager of 
Westinghouse 


Electric & Manufacturing 
Company. 





C. L. Campbell elected presi- 


dent 


Power Co. 





Connecticut Light & 


Martin Buehler, former Gray- 
bar manager at Minneapolis, 
has been appointed manager 
of the Graybar house at Dallas. 





F. B. Fritz" Williams has been 
made district sales manager of 


the southeastern 


district o/ 


Edison G. E. Appliance Co., 


succeeding W. 
resigned. 
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T. Christy, 


H. A. “Doc” Harlan, head of 
the Commercial Division, Kel- 
vinator Corp., is the newly 
elected president of the Air 
Conditioning Manufacturers’ 
Association. 


E. B. Newill, chief engineer and 
director of research, Frigid- 
aire, has been named assistant 
general manager of the same 
company. 





Rew Pasiticus 





Of the Moutle 








Westinghouse 


The appointment of R. M. Beatty as 
Manager of Range Sales has been an- 
nounced by Reese Mills, Manager of the 
Range and Water Heater Department, 
Westinghouse Electric and Manufacturing 
Company. Beatty’s appointment was ef- 
fective June 1, and he has already 
assumed the responsibility of his new 
position with offices at Mansfield, Ohio, 
Westinghouse Merchandising Division 
headquarters. 

Beatty has been with the company for 
seven years, acting as Sales Promotion 
Manager of the Northwestern District, 
with headquarters at Chicago, for the 
past three years. 

Responsible for the sale of ranges, 
Beatty will correlate the various adver- 
tising, promotion and selling activities 
within the department. He will also main- 
tain a constant contact with the field 
organization for the more active sale and 
promotion of electric ranges. 

He will succeed J. D. Kelly who has 
been transferred to New York for some 
special assignments. Due to the recent 
activity in the range and allied appliance 
market in the New York territory, Kelly, 
with several years’ experience, has been 
assigned to direct the operations in that 
territory. 


Connecticut Light & Power 


C. L. Campbell, formerly vice-presi- 
dent and treasurer of Connecticut Light 
& Power Co., was elected president and 
treasurer June 16, at a regular meeting 
of the Board of Directors. 

Mr. Campbell, who completed 25 years 
of service with the company in Decem- 
ber 1936, has been vice-president and 
treasurer since October, 1929. He has 
been associated with the utility business 
in Connecticut for 36 years, with one 
brief interruption. 


G-E Radio 


Several changes in the General Electric 
Radio Division organization, effective 
June 1, have been announced by E. H. 
Vogel, manager of that division. 

H. A. Crossland is now manager of the 
newly created Technical Sales and Serv- 
ice Section. N. Bishop and H. R. Shaw 
have been assigned to his section. P. R. 
Butler has been placed in charge of the 


Radio Sales Service Section, succeeding 
Mr. Bishop. Mr. Crossland has had ex- 
tended experience in the radio field in- 
cluding that as a dealer, manager of a 
broadcasting station, and manager of the 
G-E Radio Service Station. 

C. T. Wandres, for the past six years 
advertising manager for G-E Radio, has 
assumed Mr. Crossland’s former respon- 
sibilities as manager of Radio Tube Sales. 
“Charlie,” as his many friends know him, 
has been associated with the radio in- 
dustry since its inception and was eastern 
advertising manager for R.C.A. prior to 
his association with the General Electric 
Company. 

To succeed Mr. Wandres, A. A. Brandt 
has been appointed supervisor of adver- 
tising for all products of that division. 
Mr. Brandt comes to General Electric’s 
Radio Division after seven years as Sales 
Manager for several important metropoli- 
tan houses. 


Graybar Changes in Organization 


Martin Buehler, formerly Manager at 
Minneapolis, has been appointed manager 
of the Graybar House at Dallas. Mr. 
Buehler has been associated with Gray- 
bar since 1915. He started in at the 
Omaha office as Power Apparatus Spe- 
cialist and progressed to sales manager 
of that Branch. In 1920 he was trans- 
ferred to Minneapolis as Sales Manager. 
In 1932 he was made manager of the 
Minneapolis House. He held that posi- 
tion until his recent appointment to take 
over the management of the Dallas house 
which recently was deprived of its mana- 
ger by the sudden death of “Bob” Riley. 

Earl Sharpe, formerly the Assistant 
Manager at Minneapolis, has been ap- 
pointed manager. 


Frigidaire 


Promotion of E. B. Newill, chief engi- 
neer and director of research of Frigidaire 
Division, General Motors Corporation, to 
assistant general manager, and S. , 
Schweller, assistant chief engineer to chief 
engineer and director of research, was 
announced Thursday night by E. G. 
Biechler, general manager. 

Mr. Newill also becomes assistant gen- 
eral manager of the Frigidaire and Delco- 
Frigidaire Conditioning Divisions of Gen- 
eral Motors Sales Corporation, which 
market the refrigerating and air condi- 
tioning equipment manufactured by Frigi- 
daire and Delco Appliance Divisions. 
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C. T. "Charlie" Wandres, for 
the past six years advertising 
manager of General Electric 
Radio, has been made mana- 
ger Radio Tube Sales, 





A. A. Brandt has been ap- 
pointed supervisor of advertis- 
ing for all products of General 
Electric's Radio Division. 





John J. Mohler heads up the 
commercial trailer sales for the 
Trailer Division of the Bender 
Body Co., Elyria, Ohio. 





Nelson B. Delavan has resigned 
as vice president and director 
of sales of Penn Electric 
Switch Co, to form his own 
company in the same field. 
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Bender 


Al. W. Shields, General Sales Man- 
ager of the Trailer Division of The 
Bender Body Company at Elyria, Ohio, 
announces the appointment of John J. 
Mohler to head up commercial trailer 
sales—a separate department recently 
established. ; [ 

Mohler is known as a pioneer in the 
trailer industry, particularly in merch- 
andising by trailer. He is experienced 
in design, engineering, and selling. For 
the past six years he has been with 
Schelm Bros. of Peoria, Ill. He built 
the first trailer they ever sold and was 
responsible for the largest single order 
sever placed for commercial _trailers—a 
lot of 400 to the A. B. C. Washing 
Machine Company. 


Delavan 


Des Moines, Ia—Nelson B. Delavan 
has announced his resignation as vice- 
president and director of sales of Penn 
Electric Switch Co. and his plans to form 
a new company with headquarters in Des 
Moines, Iowa. The move of Penn to 
Goshen, Indiana, brought about Delavan’s 
decision to remain in Des Moines and to 
organize the Delavan Engineering Co., 
a partnership. Actively associated with 
him are R. Douglas Marshall and Randall 
A. Smith both formerly with Penn. 


Penn Electric Switch 


Robert H. Luscombe was named sales 
manager of Penn Electric Switch Co., 
Des Moines, effective June 1, according 
to an announcement recently released by 
Malcolm E. Henning, executive vice- 
president of the company. 

Mr. Luscombe has been connected with 
Penn Electric for three years, first in 
charge of sales to the gas heating indus- 
try and to accessories jobbers and dis- 
tributors and more recently as manager 
of the company’s New York branch 
office. Prior to joining Penn, he was in 
charge of industrial and space heating 
sales for the DesMoines Gas and Elec- 
tric Company. He has been active for 
many years in the affairs of the Amer- 
ican Gas Association and the Mid-West 
Gas Association. 

Mr. Luscombe will continue to direct 
activities of the company’s New York 
branch until Penn Electric completes 
the move to its new plant and office at 
Goshen, Indiana, at which time he will 
take over active sales management duties 
at the factory for both domestic and 
foreign sales. 


Toastmaster 


_J. K. Munger, who has represented the 
Toastmaster Products Division of the 
McGraw Electric Company in the Phila- 
delphia territory, covering Pennsylvania 
and the middle and south Atlantic states, 
has been promoted to Eastern District 
manager of the Domestic Appliance De- 
tat with headquarters in New York 
ity. 

Previous to covering the eastern terri- 
tory Mr. Munger covered the east cen- 
tral states of Michigan, Ohio, Indiana, 
Kentucky and Western Pennsylvania, 
making his headquarters in Detroit. Mr. 
Munger started with the Toastmaster 
Products Division of McGraw Electric 
Company in January 1934, and in the 
short space of three and one-half years 
has advanced to his present position in 
New York. 
_ Harold Adams, who has been working 
in the home office of the McGraw Elec- 
tric Company, Toastmaster Products Di- 
vision, Minneapolis, for the past two and 
one-half years, has been transferred to the 
sales department. He will work in the 
Chicago territory under the direction of 








Mr. S. J. Sutton. 















































































@ Many important innovations in motor switch 
design, rubber mountings, bearings and lubrica- ha 
tion have been developed in the Sunlight factory. 





@ The great resources and research facilities of 
General Motors help Sunlight build better motors. 





@ In the Sunlight plant are many patented pre- 
cision machines which are not to be found in 
any other factory. 


SUNLIGHT MOTORS 
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You can tell your customers this with perfect 
confidence: ‘‘Sunlight Motors are better, be- 
cause Sunlight makes them better.’’ Three im- 
portant factors form the basis of Sunlight’s 
excellence—sound research, sound engineering, 
sound manufacturing. These factors, in turn, 
are the result of 22 years’ experience in the 
industry, during which time Sunlight Motors 


cient performance. Now, with the great re- 
sources and laboratories of General Motors at 
its command, Sunlight sets the pace for the 
field. Sunlight-equipped appliances mean sat- 
isfied customers, and satisfied customers mean 
more customers. Sunlight Electrical Division, 
General Motors Corporation, Warren, Ohio. 


ve established a reputation for reliable, effi- 












PAGE 45 





























PAGE 46 


Most important news that lamp 
buyers can read is given below 


CERTIA: WATE AS To 
“Hh, veal 


M4 


gre 4 With 


SPECIELE 
¢ ATio NS © Be sure that the lamps 


you buy are tagged with 
this CERTIFICATION TAG 


ORDER YOUR I-E-S 
BETTER SIGHT LAMPS 
EARLY 


Ger an edge on competition. Go to the Lamp Shows 
prepared to place complete Fall orders for I. E.S. Better 
Sight Lamps. Make them non-cancellable. Do more than 
order samples. Order stocks. Get the factories making and 
shipping for you in July and August. You can sell lamps you 
have...you can’t make profits on lamps you expect to have. 


This is not an attempt to stampede you into ordering. It 
is simply a frank, friendly piece of advice, passed to you in 
advance for your consideration, so that you may prepare 
for greater volume and increased profits this Fall. 


Everything points to an even greater demand than last 
year when buyers wired, telephoned and made personal 
calls at the factories to try to get more lamps. 


The new Fall campaign, bigger than ever, featuring 
100,000,000 advertisements...the build-up of previous 
campaigns... the widespread 
consciousness that better light means better sight ... the 
word-of-mouth advertising of millions of satisfied users 

.all these things are sweeping the I. E.S. movement to 
a new buying peak. 


the greater public interest... 


Take No Chances... Avoid Disappointment 


Manufacturers can meet early demands easily, provided 
you supply the only missing element and that is time. If 
we give them two months—July and August—production 
will almost double fall deliveries. 


So come to the lamp shows prepared to place larger, 
non-cancellable orders with your manufacturers and specify 
definite shipping dates. 


l-E-S BETTER SIGHT LAMP MAKERS 


2116 Keith Building ’ Cleveland, Ohio 
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| MANSFIELD, O.—Believed to have the 
| most constantly maintained temperature 
| of any similar testing room yet con- 
| structed, a new quality control laboratory 
has just been completed at the Mansfield 
| Works of the Westinghouse Electric & 
| Manufacturing Company. This unique 
| laboratory was constructed to test and 
check the insulation efficiency of the elec- 
tric refrigerators. 

The room temperature is automatically 
maintained at 80 deg. F. within the almost 

unbelievable tolerance of one-half degree, 
plus or minus. According to Ralph 
Bisbee, Chief Inspector, responsible for its 
construction and maintenance, this labora- 
tory is the most accurate of its kind used 
| to determine insulating efficiency and per- 
| formance tests. 

The quality and efficiency of the insula- 
tion is checked by the “heat leak”, meas- 
ured and recorded on delicate and sensi- 
tive instruments. The amount of heat 
passing through the refrigerator per hour 
per degree F., difference between the in- 
terior and exterior refrigerator tempera- 
ture recordings, is the heat-leak factor. 








Ralph Bisbee, chief inspector, Merchandising Division, Westinghouse 
Electric & Mfg. Co., checks the instruments recording the heat leakage 
of refrigerators in the test laboratory. 


INSULATION LABORATORY 
OPENED BY WESTINGHOUSE 


This factor is compared to a standard, 
and any difference in the reading is in- 
stantly checked. 

To obtain absolute accuracy on these 
heat leakage tests it is necessary to have 
an even heat source within the refriger- 
ator cabinet as well as a constant tem- 
perature on the outside. The inside tem- 
perature is maintained by a heat source 
directly connected to the line current, 
with a maintained voltage of plus or 
minus one volt. The input is measured 
by a specially calibrated KWH meter, 
which has been made for this particular 
installation. 

The constant temperature in the lab- 
oratory is maintained by highly efficient 
wall, ceiling and floor insulation, and by 
the elimination of unnecessary interrup- 
tions while the test is being performed. 
In order to prevent fluctuations in the 
room temperature the air is heated and 
cooled almost simultaneously, and is kept 
in constant circulation by means of ex- 
haust and ventilating ducts. The fluctua- 
tions are recorded on a Bristol recording 
thermometer. 





CHILLS 'EM 












N. S. “Ned" Reeves demonstrates an 
8 cu. ft., all porcelain Gibson refrig- 
erator at the recent Home Show in 
Omaha. Mr. Reeves is vice president 
of Wright & Wilhelmy Co., Omaha, 
who stands third highest in distributor 
efficiency for 1937. 
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Otis L. Wiese, editor, McCalls Maga- 

zine, served recently as a final judge 

in the Better Copy Contest of the 

Public Utilities Advertising Associa- 

tion. He is shown here inspecting 
one of the entries. 


1937—ELECTRICAL MERCHANDISING 





























JSE 


ndard, 
is in- 


these 
have 
riger- 

tem- 

tem- 
ource 
rrent, 
is or 
sured 
neter, 
icular 


 lab- 
icient 
id by 
rrup- 
rmed. 
1 the 
| and 
kept 
f ex- 
ctua- 
rding 





H. L. Bilsborough, stoker sales mana- 

ger for Fairbanks-Morse, tells about a 

phantom stoker he has devised for 
easy demonstration. 





H. M. PARSONS 
NEW WALKER & PRATT 
SALES MANAGER 


BOSTON—A. L. Smith, vice-president 
of Walker & Pratt Manufacturing Co., 
Boston, Mass., announces his resignation 
as of June Ist, 1937. 

Mr. Smith is well known in the electric 
range industry for his constructive activi- 
ties in promoting electric cookery. He is 
now on a much needed vacation and his 
future plans will be announced at a later 
date. 

Walker and Pratt Manufacturing Com- 
pany, makers of Crawford Electric 
Ranges, announce the appointment of 
H. M. Parsons as sales manager, and his 
election as vice-president and a director 
of the Company. 

Mr. Parsons is well known in the elec- 
trical industry, having been general man- 
ager and consulting engineer for a Mas- 
sachusetts utility group, later joining the 
sales organization of Landers, Frary and 
Clark, where he was vice-president and 
sales manager of electric sales. 

For the past six years, Mr. Parsons has 
been eastern sales manager of Crawford 
electric ranges. 





G. E. HOME BUREAU 
EXPANDS 


_C. W. Stuart has been appointed as- 
sistant manager of the General Electric 
Home Bureau, New York, according to 
an announcement by P. B. Zimmerman, 
general manager of the company’s appli- 
ance sales. Mr. Stuart will also con- 
tinue his duties as secretary of the Ap- 
pliance Sales Committee. 

The appointment of two new field rep- 
resentatives for the Home Bureau has 
also been announced. Hugh J. Lunny, 
formerly with Caswell Inc., and the G-E 
Supply Corporation, in Detroit, will carry 
on field contacts in that city. Randolph 
L. Ruhley, architect who for the last five 
years has been associated with the Cleve- 
land Vibrator Company, will represent 
the Home Bureau in Cleveland. Both 
men will make their headquarters with 
the G-E district appliance managers in 
their respective territories. Representa- 
tives were recently appointed for Boston 
and Philadelphia. 

Carl M. Snyder is manager of the 
Home Bureau. 


NEW PORCELAIN 
ENAMEL PUBLICATION 


CHICAGO—A new publication which 
has been awaited with much interest by 
manufacturers, distributors and users of 
porcelain enameled products has been pub- 
lished by the Porcelain Enamel! Institute. 
It is known as “Test for Acid Resistance 
of Porcelain Enamels,” and was prepared 
under the direction of the Institute’s com- 
mittee on test standardization, of which 
W. N. Harrison of the National Bureau 
of Standards, is chairman. 

The test, which has been in the course 
of preparation for the last year or more, 
is termed as a “tentative standard” and 
will continue in its present formi* until it 
is supplanted by a standard test for acid 
resistance. 

Described in the new publication are 
the “room temperature test” and “boiling 
test.’ Complete instructions are given 
under each classification for simple 
methods of determining the acid resistance 
of porcelain enamels. Copies of the test 
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may be obtained from the Porcelain En- 
amel Institute, 612 No. Michigan Ave., 
| Chicago. 


| 
| 
| 
| 





HURLEY EARNINGS UP 


Recent annual meeting of the Electric 
Household Utilities Corporation made 
news in the election of I. N. Merritt, 
president of the Meadows Corporation—a 
division—to a directorship in the parent 
Hurley company. 

The company will bring out in the 
near future new devices, such as a gas 
operated clothes drier and a kitchen fan, 
Edward N. Hurley Jr., president, told 
the public. Business in Australia and 
New Zealand has been good the past 
year, but not so flourishing in England. 

Earnings for the first third of 1937 
were reported as nearly 22 cents a share 
on the 396,857 shares outstanding, com- 
pared with slightly over 12 cents a share 
a year ago. 
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1. N. (Newt) Merritt, newly elected 
Hurley director, shoots some fancy 
golf at Wheaton 
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IT Glows WHILE ‘THE ELECTRIC 


Signals WHEN 


THE OVEN IS PRE-HEATED! 
\ 


This Thermal Eye oven‘heat-control is a 
magic eye. It fascinates your customers. It sells! 
When the oven goes on, the’ Thermal Eye 
lights up . .. stays lighted all the \ime the oven 
is in use... shows a soft glow through its win- 
dow ... tells the woman, “Heat is oh the way!” 
THEN ... when the right eenepeeetidnes Ye reached, a 
signal comes into view... \ 
tells the woman that the 
oven is ready for use. 

A feature like Thermal Eye 
control will swing sales. Dis- 
play it... capitalize it... 
point to it ...on your electric 
ranges. 


The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want to equip with 
Thermal Eye controls. Write for in- 
formation. 


OVEN IS ON!...1T 











































ROBERTSHAW THERMOSTAT COMPANY. YOUNGWOOD, PA. 


Manufacturers who have specialized in thermostats since 1899 


rols in Use 
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_G.E. Appliance District 


~~ CONTINUED FROM PAGE 42 





Managers 





















B. M. RABORN 
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LINDSAY MORRISON 
Atlanta 
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Detroit, Michigan 
May 27, 1937 
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Sincerely yours, “ 
CONNINGHAM STOKER SEF 









W. D. McKELVEY 
St. Louis 





Write or wire 







us today for information about 
the Combustioneer Franchise. 
maker, 







It’s a money- 
beat you to it. 
eld, Ohio, 





Don’t let someone else 
Address Combustioneer, Springfi 


THIS YEAR IT’S 


AUTOMATIC COAL BURNER 
FOR HOMES, apartm 















J. G. GAINES S. S. ERNEST 
Dallas Salt Lake City 










ENTS AND FACTORIES 
DIVISION OF THE STEEL PRODUCTS ENGINEERING co. 








R. C. PADGET, JR. J. J. BURNS 
Portland 


San Francisco 
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Sell these features 


The Yosemite Model has these selling 
advantages: decorative shell, cover and 
handle . . . all in a choice of red or black 
Moldex, the exclusive "quick cooling” stove 
with convenient carrying handles [also in 
red or black Moldex), and Pyrex brand 
glass, guaranteed against heat breakage 

. and most important . . . like all Silex 
glass coffee makers, The Yosemite Model 
makes better tasting coffee. 


Sales promoting box 


The Anyheet Control Silex is packed in a 
sales stimulating box. Display it on your 
counters . . . and reap the profits. The 
Yosemite Model is priced to give you a 
bigger dollar volume . . . a bigger single 
sale profit. Place your stock order today. 


YE8-B (black) 8 cup............... $6.95 
DE a ee 7.45 


Sell the ANYHEET CONTROL 
as an Accessory 


Anyheet Control can be used with any 
small terminal Silex stove. It is attached to 
the usual 6 foot cord. Anyheet Control 
is made to operate on alternating current 
only. It is your opportunity to make an- 
other profit from your old customers. Push 
the sale of Anyheet Control to buyers of 
recent model Silex glass coffee makers. 


EE GRUMAMNES 66a-0cvn Soiiwaes $1.50 


The Silex Co., Dept. E7, Hartford, Conn. 


The Silex Co., Ltd., St. Therese, Quebec 


Have you seen the new 


ANYHEET CONTROL 


TURN ARROW ON 
DIAL TO HIGH 
HEAT To BREW. 


aE 
i 


at 


Ee 
THE : 











DIAL SETTING FOR CORRECT 
COFFEE TEMPERATURE IS DE- 
PENDENT UPON VOLTAGE AND 
AMOUNT OF COFFEE IN DE- 
CANTER. WHEN CORRECT 
SETTING IS DETERMINED AR- 
ROW MAY ALWAYS BE SET AT 
THE SAME POINT IN’ THE 
GRADUATED LOW HEAT 
RANGE. 














FALE X 


‘Wrade Mark Res. U.S. Pot Omco 


U.S. Patent Numbers 
1,857,899; 1,857,900; 
1,857,906; 1,857,923. 


DIAL YOUR HEAT. 


om 


KEEPS COFFEE 


ANY HEAT 


Cash in on the demand for better tast- 
ing coffee .. . kept at drinking tempera- 
ture. Sell the Anyheet Control Silex 
glass coffee maker . . . The Yosemite 


Model. 


The Anyheet Control Silex keeps coffee 
at drinking temperature for hours . . . at 
the peak of flavor. With this model the 
late risers can have coffee as hot as the 
early birds . . . without making a new 
batch. Anyheet Control is a thermo- 
stat control dial with an "on" and an 
"off" position and seven low heat gradu- 
ations. Now you have complete con- 
trol of both the brewing and serving 
temperatures of coffee. 


4 
pd 
& 








TURN ARROW ON DIAL TO 
HIGH HEAT TO BREW. 














TURN TO OFF POSITION TO 
TURN OFF CURRENT. 











Lé€X 


Trade-Mark Reg. U. S. Pat. Off. 


GLASS COFFEE MAKER 


EXCLUSIVE SILEX FEATURE...BREWING COMPLETED WITHOUT REMOVING GLASS FROM STOVE 
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NEW - IMPROVED 


flow 





ELECTRIC 


ROOM HEATER 


at NO increase 
in price! 














TWO COLORS 
MODEL NO. 572—B (Tobacco Brown) 
MODEL NO. 572—C (Harvest Cream) 


entific heater on the market! | 


One large public utility reports it the 
most efficient heater ever tested! 


Consider its consumer appeal ! 
Look at these features! 


@ INSTANT ACTION ! 

@ RADIANT CIRCULATOR! 

@ WORKS LIKE CHIMNEY! 

@ COMBINES REFLECTION AND DRAFT! 
@ HEATS ENTIRE ROOM! 

@ HEATS ROOM QUICKER! 

@NO MOVING PARTS! 

@ ALL CURRENT USED FOR HEATING! 
@ AIR INSULATED COOL BODY! 

@ SAFE FOR CHILDREN! 

@ DISTINCTIVE DESIGN ! 

@ NEW, CRYSTALINE FINISH ! 

@ CHOICE—TWO COLORS! 

@ BLENDS WITH ANY SCHEME! 


@ COMBINATION CARRYING HANDLE | 


lc 


AND DRYING RACK! 
@ LARGE PACKAGE! 
@ GUARANTEED 5 YEARS! 
@ NO PRICE ADVANCE! 


LISTS Only $6. 95 
Add $1. West of Denver 


EYE APPEAL + PRICE 
= EASY SALES! 


Catalog pages, consumer leaflets in color, towel bar 
hanger displays, FREE. Write! 


The SWARTZBAUGH MFG. CO. 


TOLEDO, OHIO, U, S. A. 
CHICAGO: 1498 MERCHANDISE MART 
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| tion. 


| trical Age” 


Western 


NEWS FLASHES 


Los Angeles is talking about another 
electrical exposition along the lines of 


| the one which was so successful a part of 


last year’s Boulder Dam opening celebra- 
In a recent ballot of forty of the 
exhibitors who participated in the “Elec- 
event, 34 of them wanted to 
do it again this fall. 


*> * * 


San Diego’s usual spring refrigeration 
event was slightly modified this year to 


| bring in other household appliances as 


well. It was scheduled for May 22 to 26 
and was announced as a “Spring Fair.” 


| Emphasis on kitchen modernization and 


kitchen planning brought the electric 
range, water heater and laundry equip- 
ment prominently into the selling picture. 


*> * * 


Investigation of the possibilities of cool- 


} ing towers in air conditioning installations 


is being made jointly by the University 
of California, the American Society of 


| Heating and Ventilating Engineers and 


by electrical groups interested in air 
conditioning. The research is being car- 
ried on to ascertain the fundamental laws 
governing the operation of natural and 
forced draft cooling towers and evapora- 
tive condensers. Both the Los Angeles 
and San Francisco air conditioning so- 


cieties are contributing to the financing | 


of this work, which will be under the 
supervision of Dr. B. M. Woods of the 
University of California physics depart- 
ment. 

Se @& @ 


A recent issue of The Electric Eye, 
published by the Vancouver, B. C., Blec- 
trical Association is devoted to a discus- 
sion of the possibilities of H.I.P. (Home 
Improvement Plan) financing from the 


This is the Canadian equivalent 
home wiring or of payment on built-in 


appliances, either through loans negoti- 
ated directly with the customer’s bank or 


| by an arrangement with the bank made 
| by the contractor making the sale. 


* * * 


The idea back of the sample office light- 





up in advertising for its back street loca- 
tion. 
* * * 


Powers Furniture Company of Port- 
land, Oregon recently celebrated Kelvina- 
tor week, during which the entire main 
floor, the entire battery of display win- 
dows and the entire basement appliance 
department was given over to a showing 
of electrical appliances, with refrigera- 
tors and ranges on parade. During the 
week the store remained open evenings. 


* * * 


Connection of the 10,000th farm cus- 
tomer to the lines of the Pacific Power 
and Light Company was marked by a 
special celebration. The Walla Walla 
district of Washington had the honor of 
making the record. 


* * * 


Principal interests of the Huning Elec- 
tric Company of Albuquerque, New Mex- 
ico, were recently acquired by M. K. 
McKinley and L. H. Chant. 


*_ * * 


Refrigeration staged a “Spring Parade” 
through a six-page special supplement to 
the Spokane, Wash., Sunday paper. 


* * * 


Meier & Frank’s of Portland, Ore., 
believes springtime is a good time to 
start pushing oil burners, so they are 
much to the fore in advertising. 


x * * 


Schoenfeld’s of Seattle, Wash., have at 
length completed their remodeling and 
are now selling electrical equipment, as 
well as other furniture, against the most 


€ : | modern of department backgrounds. 
standpoint of electrical contractors and | 


| dealers. 
L ® head ; | of the F.H.A. and permits financing of 
argest, handsomest, most sci- 


* * * 


May was the month of the annual 
clearance of electric appliances at Breu- 
ner’s, Sacramento, Calif., store. Mark- 
downs totaling $1,405 were advertised on 
ironers, washers,- ranges, refrigerators 


| and used appliances. 


| ing job which was installed by the Elec- | 


| to other fields. > build 
ings are being contacted to permit simi- | 


trical Development League of Southern 
California in the Los Angeles Chamber 
of Commerce Building is being extended 
Three other office build- 


lar model installations. Another perma- 
nent lighting exhibit is now being planned 
with the cooperation of the Drug Bureau, 
which will show a sample drug store com- 
plete with drugs and sundries, lighted 
according to specification of the lighting 
committee of the League. The hardware 
association and the paint and varnish 
people are also on the list for similar 
displays. 
« - * 


Clyde E. Allen, who for 17 years has 


| been associated in various capacities with 





the Edison General Electric Appliance 
ompany in California has now become 
general manager of the Electric Kitchen 
Appliance Company, San Francisco inde- 
pendent distributor for California and 
Nevada of Hotpoint appliances. The new 
firm maintains an architectural staff to 
provide kitchen planning service for hot- 
point dealers and also maintains a series 
of display kitchens, where dealers may 
bring customers to view various com- 
binations of kitchen equipment as they 
would appear in home surroundings. 


* * * 
Buford’s of Fresno has added air condi- 
tioning to the services it advertises. This 


electric appliance store, which is a little 
out of the main shopping district, makes 





*> * * 


They gave away coronation souvenirs, 
door prizes and featured a special British 
menu at the Bureau of Power and Light 
Norge cooking school held in cooperation 
with the range department of the May 


Company of Los Angeles. Guess what 
| day it was. 
* +” a. 

“Old Rags, Bottles, Old Water 
Heaters, Old Stoves” was the call of 


Reddy Kilowatt in connection with the 
Washington Water Power’s trade-in cam- 
paign. Spokane housewives were offered 
$25 for the old stove or $7.50 for the old 
water heater in this drive. 


*> * * 


Nathan-Dohrmann Company of San 
Francisco have been featuring what they 
call the “Big Five,” Norge Refrigerator, 
Apex ironer and washer, Franklin cleaner 
and a gas range. They add their own 


| guarantee to that of the manufacturer. 


The Fresno (Calif.) Electrical Appli- 
ance Society, cooperative organization of 
dealers, has been doing considerable pro- 
motional advertising of electrical appli- 
ances, using action photographs and end- 
ing with the slogan “See Your Dealer.” 


*> * * 


The Hocket-Cowan Music Company of 
Fresno, Calif., recently enjoyed a visit 
from the ABC washer trailer and made 
a feature of the event inviting customers 
to meet personally the factory specialists 
who accompanied the car. 


(Please turn to page 59) 
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ONE DEALER REPORTS 
23 ROASTER-COOKERS 
SOLD IN ONE DAY! 





€VERHOT 


ROASTER-COOKER 


(AND MATCHED UTILITY TABLE) 


@ This “knock-out” roaster-table DEAL spurs 
sales. Best season at hand as big volume 
automatic electric cookers sold during hot 
months for cooler, more comfortable sum- 
mer cooking. 


Two models—rectangular and oval. 
“deals” with both. 


Table 





€VERHOT 


COMPAKT 


RANGETTE 


@ Complete, miniature electric range. Two 
hot plates, broiler, and removable oven. 
Occupies 2\/ sq. feet of space. Sells year 
‘round for small apartments, housekeeping 
rooms, etc., wherever space limited and wall 
outlet available. Extra summer sales for 
vacation trips, ene cottages and camps. 
7 _ 


Catal ‘ol consumer sales material 
on all EVERHOT A APPLIANCES. 





The SWARTZBAUGH MFG. CO. 


TOLEDO, OHIO, U. S. A. 
CHICAGO: 1498 MERCHANDISE MART 
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NO. |. "BE GLAD YOU OWN A 
WIZARD IRONER" 


Is title of a terse and to-the-point 
instruction booklet on the Wiz- 
ard Ironer. Although a “con- 
sumer” piece there are some good 
suggestions for proper ironing 
which every ironer dealer might 
find useful. Western Auto Sup- 
ply Company is the maker. 


NO. 2. NEW SALES PROMO- 
TIONAL MATERIAL ON HOT- 
POINT ELECTRIC WATER 
HEATERS 


Effective June 15, Edison Gen- 
eral Electric Appliance Co., Inc. 
issued a portfolio of sales 
promotion pieces on its Water 
Heaters. Besides colored -re- 
productions of poster and win- 
dow display material, including 
broadsides, folders, cards, signs, 
newspaper ads, etc., for con- 
sumer application, there are sug- 
gestions for 12 spot radio 
announcements. Should be a 
“must-have” item for progres- 
sive retailers. 


NO. 3. FAIRBANKS -MORSE 
BOOKLET ON HOME LAUN- 
DRY EQUIPMENT 


A new, big, colorful booklet de- 
scribing Fairbanks-Morse wash- 
ers and ironers is just hot off the 
press. All models are illustrated, 
the specifications given, with nu- 
merous selling points stressed 
graphically. 


NO. 4. MERCOID ISSUES BEAU- 
TIFUL "SPIRAL-BOUND" 
BOOK 

Unique in many ways—beauti- 

ful in every respect—and an 

effective piece of promotional 
material is the new book “Built 
to Endure” just isued by The 

Mercoid Corporation on its auto- 

matic controls. Tells the com- 

plete story of the products and 
their application and, in addition, 
samples of memo books, folders, 
etc., available to the trade, with 
order blank to facilitate ordering. 


NO. 5. CENTURY LIGHTING, 
INC., ISSUES NEW BIG 
LIGHTING CATALOG 


112 pages of useful data for the 
man selling lighting equipment 
for theatrical, architectural, 
photographic and special pur- 
poses. It will repay any lighting 
dealer or specialist to have this 
item on hand for ready reference. 
Printed in colors, many illustra- 
tions. Sent only on request, so 
check this number. 


NO. 6. REXOIL PRODUCES TWO 
NEW SALES PIECES 


A new catalog piece on warm air 
conditioners and a_ copiously 
illustrated broadside on oil burn- 
ers is announced by Reif-Rexoil, 
Inc. The latter piece covers 
Rexoil manufacturing facilities, 
emphasizes importance of re- 
research and test. The broad- 
side displays a striking cut-away 
of Rexoil burner, with photos of 
Rexoil’s patented features. 
Standard sizes for ready filing. 





NO. 7. CATALOG ON BURKS 

PUMPS AND WATER SYSTEMS 
Decatur Pump Co. releases “Gen- 
eral Catalog No. 40” a big 44- 
page two color book, standard 
size, with price list, covering 
Burks Self Priming Super Tur- 
bine Pumps and Water Systems. 
Have this information handy to 
answer questions and develop 
business on pumps and water sys- 
tems. 


NO. 8. M. H. RHODES "MARK- 
TIME" DEVICES DESCRIBED 


in their new 16-page booklet, 
just off the press. It’s offered 
free, and is filled with descriptive 
data on “Off-’ Switches, “Clock 
Watchers” “Switches,” and other 
“Mark-Time” devices. 


NO. 9. NEW WINCHARGER 

BOOK TELLS BIG STORY 
Just released is a large, colorful 
book telling about the new Win- 
charger factory, the progress of 
the company, importance of the 
wind-electric market, and con- 
taining data on promotional and 
cooperative advertising for sell- 
ing this market, with actual sam- 
ples of prospect-developing and 
sales-clinching literature. Don’t 
miss this one. 


NO. 10. COLORFUL CATALOG 
ON EVERHOT ROASTER- 
COOKERS, ETC. 

One of the most beautifully 

printed catalogs it has been our 

privilege to list is that of The 

Schwartzbaugh Manufacturing 

Company on its Everhot Roaster- 

Cooker and other appliances. 

Should aid the appliance dealer 

as an effective sales-maker. 


NO. I! PROCTOR & 
SCHWARTZ PUBLISHES NEW 
CATALOG 


Covering Proctor Electrical Ap- 
pliances—Roasters, Irons, Toast- 
ers, Tray Sets and Stands, Waf- 
fle Irons, Hot Plates, Egg Cook- 
ers, etc.—with pprice-lists. To 
keep abreast of changes in this 
company’s line, since the last 
catalog was published, you should 
check this item. 





Use this card to indicate 
sales helps you want. We 
pass your request on to the 
manufacturers. 
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FREE SALES HELPS 


@ Knowledge is power —and good merchandising. No man can know too much 
about his merchandise — and about the literature and other sales aids pro- 
vided by the manufacturers to help him sell it. To keep posted, take advantage 
of the free sales helps listed on this and the following page. Circle the numbers 
of the items you want on the prepaid-return postcard—sign—detach and mail. 
You'll get full details free. 


NO. 12. FOLDER ON NEW 
MULTIPLE-USE FLOOR LIGHT 


The Michigan Bumper Corp., 
Specialty Division, has a folder 
describing its “WesCrel” “life- 
time multiple-use floor light” 
which has all the ear-marks of 
a good seller. Title of the folder 
is “Right Light on the Spot.” A 
check on the card brings it. 


NO. 13. NEW HOME POWER 
TOOLS AND ACCESSORIES 
CATALOG 


Herberts Machinery Co., mark- 
ers of Wizard and Wood Wizard 
Power Tools and Accessories for 
home and professional workers, 
has issued “Catalog 37A.” It 
gives pictures, specifications and 
prices of complete line and is 
sent to interested dealers with a 
sample of the company’s folder 
for consumer use. Sales on this 
type electrical merchandise are 
growing and it will repay far- 
thinking retailers to check this 
number on the card. 


NO. 14. BURGESS BATTERY 
BRINGS OUT NEW DEALER 
CATALOG 


Contains complete details of regu- 
lar and new Burgess merchan- 
dise, including earphone and 
telephone batteries, lanterns, 
flashlight and radio batteries and 
newly designed flashlight cases. 
A big, valuable book on a type 
of merchandise that should be 
“staple” in all electrical stores. 






NO. 15. CLIMAX AIR CONDI- 
TIONING FOLDER AVAILABLE 


A small descriptive folder of 
Climax self-contained home and 
office air conditioning units has 
been prepared by Climax Ma- 
chinery Company. Although a 
consumer piece, its reading will 
repay the trade. 


NO. 16. HOTPOINT NEON SIGN 
FOLDER 


To help identify Hotpoint stores 
as “Hotpoint Headquarters,” 
Hotpoint has prepared a new 
Neon Electric sign, sold at a 
special price. It is all described 
in a brief folder entitled “Jden- 
tify Your Store.” 


NO. 17. IRON FIREMAN LITERA- 
TURE 


“Tron Fireman for Heating” is 
title of a boklet, picturing the 
latest models of Iron Fireman 
commercial heating stokers, Pre- 
pared, like all Iron Fireman lit- 
erature, in colors, with plenty of 
pictures and convincing text. Get 
this one for your data-file. 


NO. 18. LATEST BARLOW & 
SEELIG SALES HELPS 


The second series of 1937 news- 
paper ads on their. “Speed 
Queen” washers and ironers has 
been completed by Barlow & 
Seelig Mfg. Co. Contains re- 
productions of ads available in 
mat and electrotype form. 


MORE ON THE FOLLOWING PAGE 


Check the item you want on the reverse of this card. 


No 
Postage Stamp 
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If Mailed in the 
United States 
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NO. 19. ADS ON WATER SOFT- 
ENERS AND LAUNDRY TUBS 


Combination deals, whereby 
water softeners and laundry 
tubs are offered with Speed 


Queen washers are reported good 
business-bringers. Barlow & 
Seelig Mfg. Co. have prepared 
complete advertisements in mat 
and electrotype form featuring 
such combinations. Story of the 
“combination deal” and the mat- 
electrotype service is quickly told 
in a simple folder which will be 
brought you if you check this 
number. 


NO. 20. CENTURY MOTORS 
CATALOGED IN TWO NEW 
PIECES 


Century Direct Current Motors, 
1 to 300 horse power, and Cen- 
tury Slip Ring Motors, 1 to 350 
horse power, are described in 
two well printed bulletins just re- 
leased by Century Elect. Co. They 
should be in every service man’s 
kit. 


NO. 21. OHIO OIL CIRCULA- 
TOR HEATER FRANCHISE 
STORY 


The Ohio Foundry & Manufac- 
turing Co. has prepared a mes- 
sage for the trade in the form of 
a broadside which not only tells 
the story of the market for oil 
circulator heaters, but illustrates 
and describes the Ohio line and 
throws new light on the whole 
subject of oil room heaters. 


NO. 22. NEW IDEAL CATALOG 
LISTS ADDITIONAL ITEMS 


Catalog of Ideal Commutator 
Dresser Company lists new items, 
among them, Washer Punch, 
Rotary Stripper, Turning Tool 
Head, Air Gap Gauge, Wire 
Stripper and the Ideal Marshall 
Voltage and Speed Regulator. In 
addition to complete listing of 
products, it includes data on elec- 
trical and motor maintenance 
making it valuable as a buyer’s 
guide, and for reference work. 





this page — NOW. 





FREE SALES HELPS 


The dealer helps and literature itemized on these pages spell OPPORTUNITY. 
Cash in on it by checking, signing and sending the postcard at the bottom of 








NO. 23. SMASHING LOVELL 
WRINGER BROADSIDE 


Lovell Manufacturing Company, 
presents a striking folder “as a 
reminder that a Lovell Wringer 
has many exclusive features, and 
unusual advantages” all of which, 
if studied by the person who sells 
washers equipped with Lovell 
Wringers, should help clinch 
sales—step up profits. In addition 
to dramatizing these features this 
broadside tells about Lovell’s na- 
tional advertising, as well as de- 
scribing the more important 
promotional material such as 
slide-film, easel- type sales port- 
folio booklets and folders. This 
looks like another “must-have 
item.” 


NO. 24. ABOUT AERO-KING 
BEDROOM COOLERS 


Claiming that it will change the 
air in the average bedroom over 
25 times per hour, and explaining 
other advantages, the simple, 
brief folder on Aero-King Bed- 
room Coolers, manufactured by 
George B. Klee Company should 
be added to all air conditioning 
libraries. 


NO. 25. RAY-O-VAC HANDY 
SAMPLE KIT 


So that jobber salesmen may have 
actual samples to show dealers in 
handy form, the Ray-O-Vac 
Company has developed a handy 
sample kit which is furnished 
free to Ray-O-Vac distributors. 
Designated as “Ray-O-Vac 
SK-200,” the kit measures 9 x 16 
inches, holds 6 flashlights, two 
unit cells, and column clip for 


MORE ON THE PRECEDING PAGE 





Check the item you want on this 
card — sign — detach and mail. 
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attaching a flashlight to steering 
shaft of a car. Also holds de- 
scriptive literature. Salesmen 
report its use a real sales stimu- 
lant. 


NO. 26. AUTOCRAT OIL 
BURNER CATALOG JUST 
OUT 


Known as “Catalog B” there’s a 
new illustrated catalog-bulletin 
just issued by Autocrat Oil 
Burner Corporation which pre- 
sents the story of “Autocrat Bal- 
anced Flame Oil Burners.” This 
will be sent to anyone who checks 
this number on the card. 


NO. 27. A LIBRARY OF LITERA- 
TURE ON AIR CONDITION- 
ING BY DELCO-FRIGIDAIRE 

The Delco-Frigidaire Condition- 

ing Division of General Motors 

Sales Corp. tells the story of air 

conditioning for the home owner 

and busines man (and for those 
who sell them) in a series of new, 
attractively printed pieces. First, 
there’s the booklet “Automatic 

Heating, Cooling and Condition- 

ing of Air for Everybody.” This 

tells about Summer and Winter 

Home Conditioning units, Delco, 

Year ’Round Conditioners; 

Warm Air Home Conditioning 

Units; Boiler Units; New De- 

velopments in Home Heating 

Economy; Delco Oil Burners— 

Delco Automatic Water Heaters ; 

Frigidaire Electric Room Cool- 

ers; Commercial Conditioning 

Unite ; Delco-Frigidaire Air Con- 

ditioning Users; etc. Next there 

is a clever consumer booklet: “4 

Guide For Those Who Contem- 

plate Air Conditioning.” This is 

as good a sales-tool for the seller 
as it is a handy guide for 
the buyer. Then there is an- 
other booklet “Now Delco-Frigid- 
aire Offers ‘Controlled Cost’ Air 

Conditioning,” which purports to 

“take the gues out of air condi- 

tioning.” Another striking piece is 

a big folder: “Let’s Look at it 

Purely From the Profit Angle” 

which gives storekeepers some- 

thing to think about. Then there 
is a big book of 32-pages and 
cover entitled “Facts About Auto- 
matic Cooling For the Business 

Man.” This is another lever to 

pry loose commercial air condi- 

tioning orders. Finally, there are 
smaller pieces, enclosures and 
folders, for general use, which we 
understand, are supplied as part 
of the entire Delco-Frigidaire 
promotional plan. 

A check on the card will bring 
you such data as the company 
believes you will be interested in. 
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NO. 28. BRUNSWICK-BALKE- 
COLLENDER EXCLUSIVE 
DEALERSHIP PLAN 


This company announces an ex- 
clusive dealership on its “Blue 
Flash Bottled Beverage Coolers.” 
Plan includes full information on 
territorial allocation, discounts, 
easy term payments and the big 
retail merchandising and advertis- 
ing program to create customers. 
Don’t overlook checking this 
number. 


NO. 29. SUMMER CAMPAIGN 
ON IRONERS BY BLACK- 
STONE 


Blackstone Mfg. Co. Inc. has a 
“Really Different Ironer Sales 
Plan” (to quote their announce- 
ment) to further sales of ironers 
in the summer. A check on this 
item brings details. 


NO. 30. KNAPP - MONARCH 
PROMOTIONS 

Featuring “The K-M Family 
Circle,’ Knapp-Monarch Co. will 
advertise to more than 30 million 
readers this Fall and Winter. For 
the complete data on “K-M” pro- 
motions for profits, circle this 
number. 


NO. 31. STANDARD ELECTRIC 
STOVE CATALOG 


Range sales are ranging upward 
and Standard Electric Stove Co. 
is in the vanguard with new prod- 
ucts and sales plans. Interesting 
item for all range retailers is the 
latest Standard catalog, sent upon 
request. 


NO. 32. PROCTOR & 
SCHWARTZ "DOG DAY" 
PROMOTIONS 

This company is offering special 

summer deals that include 

the popular all-inclusive display, 

“Proctor’s Profi-Table” to “turn 

dog days into ‘dough days.” 

Details for the asking. 


NO. 33. CROSLEY RADIO SALES 
STORY 


There’s literature ready for you 
that tells all about the new Cros- 
ley “Super 8” and “Super 11” 
radio models (and about the en- 
tire “all-star” Crosley Line) if 
you check this item on the card. 





NOTICE TO READERS! 


Unless otherwise indicated, the 
sales helps described above are 
furnished readers of ELECTRI- 
CAL MERCHANDISING with- 
out cost. The publishers, how- 
ever, assume no obligation beyond 
agreeing to forward all requests 
for such material to the companies 
whose products or sales aids are 
mentioned. 
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Models: Lady  Vanitee, 








STANDARD Ranges 


The Standard Electric Stove Co., 1712 


N. 12th St., Toledo, Ohio 


Arcadia, 
Evanston. 


Surface Burners: Lady Vanitee, 4- 


burner model. Arcadia, 3-burners: 
2-1800 and 1-1200 watts; Evanston, 
4-burners: 2-1800, 1-1500 and 1-1200 
watts; choice of open Speed-Heet 
or enclosed Kalmax units without 
extra charge. 


Features: Lady Vanitee equipped with 


large 1l-piece oven with broiler, 1- 
piece acid proof porcelain cooking 
top; unit cooker may be used in 
surface burner or in warmer com- 
partment. 











Arcadia and Evanston oven 16 in. 


wide, 14 in. high 18 in. deep, 
equipped with 2 racks, one non- 
tilting, unit switch control and clock 
receptacle, hold-open attachment for 
broiling, broiler pan and _ rack; 
drawer below switches may be a 
warmer at extra cost; appliance 
outlet for small appliances; white 
or ivory porcelain enamel; timer 
clock optional and extra.—Electrical 
Merchandising, July, 1937. 


v 


2 VEG-O-MAT Juice Extractor 


Veg-O-Mat Machine Co., 100 W. 21st 
St., New York City 


Device: Vegetable juice extractor for 
home use. 

Description: _ Extracts juice from 
fruit, vegetable, etc.; pulp is auto- 
matically egeretet from liquid; 
extra-powered G. 4 h.p. motor, 
a.c.; occupies gr i2 in. space; 
weight 50 Ibs.; hand cannot reach 
grinder ; accessories include 3 strain- 
ers, 1 measuring cup, 1 wooden 
plunger, plug, cord and switch; 
Egyptian lacquer finish. 

Price: $49.50.—Electrical Maitendle- 
ing, July, 1937. 





THE PRODUCT PARADE 


In which new products and merchandise pass in review for your benefit. 





Electrical Merchandising will bring you further details of the products listed 
in this section (and any other merchandise on which you desire information) 
without cost to you. Simply check the items you're interested in, on the pre- 
paid return postcard on the "Free Sales Helps" page at the left. 








Model: 
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ABC Ironer 


Altorfer Bros. Co., Peoria, Ill. 


Model: Cabinet ironer VA. 
Description: Enclosed in stainless por- 


celain-top cabinet; fully automatic 
pressing device; emergency hand 
lever releases ironing shoe from 
roll; 3-point suspension; polished 
chromium plated shoe; new thermo- 
static heat control automatically 
controls heat to suit varying types 
linens or garments being ironed; 26 
in. roll 7 in. diam. with full open 
end; cabinet cover, pull-out shelf 
provides extra shelf and working 
space; sealed-in mechanism; 1300 
watt heating element. 3 other mod- 
els complete ABC 1937 line: ABC 
DeLuxe Console cabinet model YA, 
Model TA and Roll-About model 
RA. — Electrical Merchandising, 
July, 1937. 





4 UNIVERSAL Mixer 
Landers, Frary & Clark, New Brit- 


ain, Conn. 


Universal Mixer-Beater No. 
E861, E862 and E864. 


Description: Non-radio interfering. 3- 


speed, air-cooled motor, a.c. or d.c 
tilt back portable mixing unit evenly 
balanced for use off stand; fast fruit 
juicer; stainless beaters and vege- 
table cutters easily removed; black 
enameled revolving platform, sep- 
arate beverage mixer ; 2 glass bowls: 
1 qt. and 3 qt. capacity ; white enamel 
finish. 

Price: E861 with bowls and beverage 
mixer $19.75; E862 including juicer 
attachment $22.50; E864 including 
juicer, slicer, shredder and grater 
attachments $26. 50.—Electrical Mer- 

chandising, July, 1937. 


1937 





Surface Burners: 


Features: 


Models: 


Description: 


Price: $2.25 each; 


5 ELECTROMASTER Range 
Electromaster, Inc., 1803 E. Atwater 


t., Detroit, Mich. 


Model: K-58. ; 
Size: Floor space, 40x24 in.; 36 in. 


to table top. 

3 enclosed type 
high-speed units: 1-2000 and 2-1200 
watts; Multi-speed Thrift Cooker 
with 3 degrees of heat: 750, 150 
and 100 watts. 

Equipped with Mono-Unit, 
large capacity oven; automatic 
safety light in oven; large storage 
space: drop-door compartment be- 
low switches and full width and 
depth of range at bottom with 2 
side swing type doors; acid-resist- 
ing porcelain table top; stainless 


tri-vent in top backplate; clock re- 
ceptacle; convenience outlet—Elec- 
trical Merchandising, July, 1937. 





6 PIN-IT-UP Lamps 
Railley Corp., _~ Euclid Ave., Cleve- 


ana, 

Polka-Lite series 310 and 
Mesh-Lite series 320 for sunroom, 
terrace, porch, cottage etc. 
Polka-Lite series have 
white bracket, neutral tone parch- 
ment shades with black, red or blue 
polka dot decoration; Mesh-Lite 
series have white mesh _ bracket 
trimmed with black, red or blue, and 
neutral parchment shade with cor- 
responding color trim; all models 
equipped with plastic cone diffuser, 
and 100 watt Mazda bulb. 

$2.50 west of 
Rockies.—Electrical Merchandising, 
July, 1937. 





v 


7 MINUTE CALL Timer 


American Timer Corp., Geneva, IIl. 


Model: J 14, Minute Call kitchen clock 
with built-in timer. 


Description: Call signal can be set 
for any number of minutes from 
1 to 120; modernistic steel case 
64 in. high, 5 in. wide; enamel finish 
in choice of white, green or red; 
raised black numerals; black face; 
curved glass; hanging model only. 

Price: $3.95—Electrical Merchandis- 
ing, July, 1937 





8 UNIVERSAL Percolator 


Landers, Frary & Clark, New Brit- 
ain, Conn. 


Model: Normandie pattern percolator 
No. E7307. 

Description: Automatic drip coffee 
maker; new dripless spout with 
black Bakelite handle and feet; 
chromium finish; 400 watts; 
equipped with Universal patented 
pump and spreader plate; 7 cup ca- 
perry, Normandie percolator set 
No. E730704 also available; sugar 
bowl and creamer chromium plated 
inside and out; tray 94xl6 in— 
Electrical Merchandising, July, 1937. 


v 





9 IVANHOE Insect Trap 


The Miller Co., Meriden, Conn, 


Device: Light-trap for insects. 
Description: Geneco diffusing glass 
globe, sides pierced by 3 slots, all 
curved surfaces turned in; ceiling 
holder for permanent installation or 
portable attachment for ordinary 
light socket; 100 or 150 watt Mazda 
lamp; light attracts insects, super- 
heated air exterminates; serves as 

light supply as well as trap. 
Price: M-187 statuary bronze, $4.80;. 
M-818 white porcelain enamel, $4.50. 
Electrical Merchandising, July, 1937. 
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Delco 
Device 
autc 
Keep posted — and profit! Study the "Product Parade” — indicate the items unit 
on which you desire further information by checking the prepaid-return-card Descr 
on the “Free Sales Helps” page. No obligation. 
bus! 
AIR CONDITIONING EQUIPMENT out: 
pended type adapted to hotel guest 14 G-E Air Circulator 
rooms, etc; unit is suspended from L 
10 DELCO-FRIGIDAIRE Self ceiling of clothes closet and delivers General Electric Co., Air Conditioning 16 HUMAIR Conditioner 
. aan air through short duct and grille Dept., Bloomfield, N. J 
Contained Conditioners into room; individual thermostatic Device: Type HVLD air circul Air-Blo-Inc., 30 N. La Salle St., 
Delco-Frigidaire Conditioning Div., control available; capacities % and om . - . -y afbeansoe sone Chicago, Iil. 
General Motors Sales Corp., Dayton, 1 ton.—Electrical Merchandising, [ escription: Consists of motor mount- Device: Portable air conditioning unit. 
hi : : July, 1937. ed on resilient base directly connect- 8 
Ohio ‘ ed to large aphonic axial flow fan; Description: Cools, filters, humidifies, 
Models: SC-80. provides circulation for average 8 circulates washed air in room 2000- 
Description: Blowers, motors, cross- to 10 room rouse; 2-speed models 2500 cu. ft.; air delivery, 520 c.f.m. ; 
finned expansion type coil with with  3-position tumbler switch air circulation 40 ft. per min; 50 
thermostatic expansion valve and available where quiet operation is Ibs. ice capacity operates unit from : 
refrigerant strainer, condensing unit desired; standard mounting consists 12 to 14 hrs; completely insulated int 
with operating and safety controls all of steel strip tripod base 3 in. high unit; 1/10 h.p. motor ac. or d.c.; he 
enclosed in butt-grained walnut steel which can be fastened to convenient hand-grained walnut cabinet 38 in, fil 
cabinet; cools, dehumidifies, circu- horizontal surface; pedestal mount- high, 28 in. wide, 144 in. deep; plugs qu 
lates ; 2-speed blower motor ; manual ings available as accessory equip- into light socket. oil 
switch for normal or low speed; ment—low pedestal mounting with Price: $125.—Electrical Merchandis- m 
¥ ton capacity; available in air and adjustment from 49% to 59% in. ing, July, 1937. m' 
water cooled models; can be fur- and high pedestal mounting from to 
nished with filter section —Elec- 71% to 103% in. available; for ol 
trical Merchandising, July, 1937. bracket mounting when circulator is fr 
used as exhaust fan 4 steel brackets ba 
v with clearance slots are provided; te 
12 CLEANAIR Circulator ¥% hp. motor, 3-blade fan 194 in. “s 
diam; gray lacquer finish with ‘ 
Continental Motors Corp., Detroit, nickel trim.—Electrical Merchandis- 0 
Mich. ing, July, 1937. “s 
Device: Portable air circulator cer Dp 
¥ home, office, etc. u 
Description: Washes, purifies, circu- t 
lates, cools, warms, humidifies, deo- 
dorizes; draws stale air through fi- 
bre filter and two sprays of water; 
air is changed every hour at rate 
of 60 cu.ft. per min.; rubber belt : 
which agitates water can be removed i 
and ah used as fans; 1000 watt 17 G-E Room Conditioner 
11 DELCO-FRIGIDAIRE Floor element switches on or off to supply General Electric Co., Air Conditioning De 
warm air. 13 in. high, 10 in. wide, Dept., Bloomfield, N. Y Ge 
and Suspended Conditioners ee 10 lb.; reservoir holds 4 to a is gi ada ‘ 
eee? Se eer ‘ 5 of water; a.c. 110 volts; duc. Model: AF-1, self-contained, semi- De 
Delco-F ee Conditioning Diwv., ay ble at slight extra cost, portable room conditioner. , 
General Motors = Corp., Dayton, Price: $18.95.—Electrical Merchandis- eee gee Cools, dehumidifies, a I 
; in uly, 1937. . . culates, ventilates, filters; built-in Ve 
Models: Floor type units R-50, RH-50, 9, July HERMAN NELSON Cooling Unit air-cooled condensing unit has sep- ‘ 
R-100, RH-100; Suspended models The Herman Nelson Corp., Moline, arate fan to cool refrigerant in con- F 
SF-150, C-50 and C-100, for use Til. denser by bringing outdoor air in ; 


single or in multiple with remote : ; : , through window through 18 in. ad- 
condensing unit. Device: Self-contained cooling unit justable laminated window duct, 
Description: Dehumidifies, cools, cir- condenser may also be water cooled 

culates; provides 3% ton cooling ca- by small water line; no drain con- 


pacity with 6400 B.t.u. per hr. heat nection required; unit must be 


Description: Floor models have cross- 
finned expansion type cooling coil 
inside unit, equipped with thermo- 












































stat expansion valve to regulate re- 
frigerant flow; RH-50 and RH-100 
equipped with heating coil for year 
round service; filter provided; 
R-100 may be installed with outside 
air intake duct to provide air for 
ventilation; all models have ther- 
mostat with convenient dial; heat- 
ing controls may be ordered as extra 
equipment; 2 sizes; 4 and 1 ton; 
installation requires electrical con- 
nection for fan, refrigerant lines to 

ndensing unit and drain for con- 
bce from coil. 





Suspended model SF-150 may be 
installed in area to be conditioned 
or concealed behind partition; filters 
provided ; thermostatic control avail- 
able at extra cost; approximate 
capacity 14 tons; brown wrinkle 
finish. 

C-50 and C-100 concealed sus- 
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13 VENT-O-LITE Unit 


Vent-O-Lite Corp., 168-20 Jamaica 
Ave., Jamaica, N. 


Device: Combination ceiling lighting 


fixture and exhaust fan. 


Description: Looks like modern light- 


ing fixture but hidden behind glass 
panels patented assembly functions 
as exhaust system to draw off kit- 
chen odors and force them outside 
through 8x6 in. duct in ceiling be- 
tween beams; recommended for kit- 
chen use primarily, may be used in 
play rooms, basements or other lo- 
cations where forced ventilation is 
desired; in one-story dwellings no 
ducts are required; specially de- 
signed oversized motor for driving 
10 in. semi-pressure type fan; fan 
housing is 104x10$x73 in.; 2 sizes: 
Type C 11xll in. for center of 
room installation; Type W 10x12 
in. for installation over sink, range 
or cabinets.—Electrical Merchandis- 
ing, July, 1937. 


rating, total rating 9000 B.t.u. per 
hr.; air circulation 360 cfm.; easily 
installed by making electrical and 
water connections; may be placed 
anywhere in room; unit consists of 
reciprocating type Freon compressor, 
water-cooled condenser, evaporator, 
fan and motor—all automatically 
controlled and housed in compact, 
insulated modern cabinet; grille de- 
livers conditioned air directly down- 
ward and across floor; 2 pearl white 
control knobs control fan separately 
or with compressor, and provide 
easy adjustment of automatic ther- 
mostat for degree of cooling desired; 
modern furniture steel cabinet 3154 
x308x15% in.; irridescent tan enamel 
finish, stainless steel trim.—Electrical 
Merchandising, July, 1937. 











mounted at window; enclosed in 
burled walnut cabinet with slotted 
moldings through which air passes; 
concealed controls; drip pan covers 
entire bottom of unit; assemblies 
contained in cabinet are 1 h.p. ca- 
pacitor type motor driving compres- 
sor, motor cooling fan, small water 
pump, 1/6 h.p. motor directly con- 
nected to room air fan, finned cop- 
per tube evaporator, expansion valve 
and room air filter cooling assem- 
bly; finned copper tube condenser, 
liquid sub-cooler, liquid receiver and 
water nozzles.—Electrical Merchan- 
dising, July, 1937. 


v 


18 WAGNER Motors 
Wagner Electric Corp., 6400 Plymouth 


Ave., St. Louis, Mo. 


Device: Annular - type _resilient- 


mounted motors (% to 1 hp.). 


Description: Annular resilient mount- 


ings available on repulsion-start-in- 
duction, split-sphase, capacitor and 
polyphase type Wagner motors ; rub- 
ber mounting supports close to shaft 
center lessens vibration and noise; 
rolled sheet steel motor base; also 
available with belt-tightener bases 
for use on refrigerators and small 
belt-tightener bases. — Electrical 
Merchandising, July, 1937. 
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19 DELCO-HEAT Conditionairs 


Delco Frigidaire Conditioning Div., 
General Motors Sales Corp., Dayton, 








hio 


Device: Oil or gas fired completely 
automatic winter air conditioning 
unit. 

Description: Equipped with Delco- 


Heat oil burner with “Thin Mix” 
fuel control; 5-pass feature of com- 
bustion gas travel; air passing over 
outside of heating chamber is broken 





into 7 streams assuring even, rapid 
heating of air stream; viscous type 
filters; cascade type humidifier; 
quiet, efficient blower ; blower motor, 
oil burner, operating controls 
mounted outside heating unit; sum- 
mer operation switch allows blower 
to be used for summer circulation; 
oil-fired units available in 3 sizes 
from 135,000 to 325,000 b.t.u. hr. 
capacity; gas-fired unit equipped 
with special burner which projects 
long gas flame horizontally from re- 
fractory ports into combustion cham- 
ber; available in 2 sizes: from 135,- 
000 to 200,000 b.t.u. hr. capacity; 
year round air conditioning can be 
provided by addition of condensing 
unit and evaporator coils.—Elec- 
trical Merchandising, July, 1937. 


Vv 


20 DELCO-HEAT Boilers 


Delco Frigidaire Conditioning Div., 
General Motors Sales Corp., Dayton, 


Ohio 


Device: Oil or gas fired automatic 


boiler burner unit with hot water 
heater. 


Description: Coordinates Delco-Heat 


oil or gas burner with a special 
design bailer for application on hot 
water, steam or vapor-vacuum heat- 





ing systems; boiler is honeycombed 
with staggered water fins which 
gives more rapid heat transfer oper- 
ating cost; year round automatic hot 
water service provided as standard 
equipment on DL models, and extra 
on DH models; low water cutoff 
and a circulator and flow control 
valve for hot water systems fur- 
iished as standard equipment on 
DL models and extra on DH mod- 
els. Oil burner, operating and safety 
controls mounted inside doors of 
cabinet; oil-fired units available in 
4 sizes from 150,000 to 414,000 
btu.’s per hr. gas fired unit 
equipped with special Delco-Heat 
gas burner for natural, manufac- 
tured or mixed gas in 2 sizes, 525 
and 1050 sq. ft. steam.—Electrical 
Merchandising, July, 1937. 





——~ DWARFS 
\COMPETITION 


Only VOSS can prove this unrivaled SAFETY 


Amazing Demonstrations of these 3 VOSS Safety Features turn prospects into 
i buyers—Safety Features that others can’t even mention: 




































Safety Feature No. 1 VOSS “Electric Stop’ SAFETY WRINGER. In an 


emergency releases tension on wringer rolls—turns 
off switch—all mechanism stops automatically. Only VOSS has this feature ! 


Safety Feature No. 2 VOSS Floating Agitation. A safer way to wash 


clothes—washes in the clean suds at the top— 
clothes come out whiter because they are actually cleaner. Only VOSS has this feature! 


Safety Feature No. 3 SAFETY BASE. Heavy ownage ag yee 


designed to prevent tipping. 
this feature! 


Safety is rapidly becoming the most important factor in merchandising home appliances. VOSS 
alone offers you a line of Washers unrivaled for such real safety under both regular and 
emergency operating conditions. No wonder VOSS Dealers find it easy to overcome “price 
competition.” 


INVESTIGATE... 
VOSS DEALER PLAN 


Write today for FREE VOSS 
Sales Portfolio. Contains 
complete details about ex- 
clusive VOSS Consumer 
Sales Features that enable 
you to quickly turn pros- 
pects into actual 
purchasers. 


with the world’s 
0 ot 
WRINGER 


VOSS BROS. MFG. CO.-Davenport, la. 
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@® The washing machine you offer 


washes things clean and quickly. It 
washes all kinds of fabrics. It is easy on 
the clothes and easy to operate. But your 
competitors claim the same for their 
washers. How is a woman to decide? 

Mr. Merchant—there is one powerful 
plus argument that any woman will 
listen to intently. 

No washing machine is any better than 
its tub. No tub is any better than its 
porcelain enamel! finish, and the life of 
that finish is determined by the perma- 
nence of the bond between the porcelain 
and the metal base to which it is fused. 

Now—if the tub of your washing ma- 


chine is made of porcelain enamel fused 





A NAME 


K NOW N T oO 





on ARMCO Ingot Iron, you can tell her 
that the smooth, glass-like finish will 
last indefinitely—for ARMCO Ingot Iron 
is the most perfect metal ever developed 
for permanent bonding with beautiful 
porcelain enamel. 

And you can prove the excellence of 
your porcelain enamel by showing her 
the ARMCO label. This emblem is no 
stranger to her. It has been her unfail- 
ing guide to first quality in porcelain 
enameled products for years. 

If your products do not wear the 
sales-assisting ARMCO label, ask your 
manufacturer to attach it. The 
American Rolling Mill Company, 
Executive Offices, Middletown, Ohio. 


ARMCO Ingot Iron 


The PRODUCT 





MiHettltions 
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21 AUTOCRAT Oil Burner 


Autocrat Oil Burner Corp., 100 E. 
Avenue, N. W., Cedar Rapids, Iowa 


Model: DA-1. 
Description: Balanced flame combus- 


tion gives clean, efficient operation 
with inexpensive No. 3 fuel oil; 
atomizing nozzle, air control and 
diffuser provide direct method of 


balancing air and atomized oil to | 


produce complete economy; duplex 
pressure regulating valve maintains 


atomizing pressure; motor, pump § 
and fan assembly is flange-machine- 7 


fitted; automatic temperature con- 
trols consist of room thermostat, 
safety-ignition control and limit 
switch which prevents overheating 
regardless of thermostat setting; 
concealed transformer and ignition 
wires; modernistic square base with 
beading extending over cover plate; 
blower housing and pump cover; 
4 h.p. motor; quiet operation.—Elec- 
trical Merchandising, July, 1937. 


22 OHIO Oil Circulater Heaters 
The Ohio Foundry & Mfg. Co., Steu- 


benville, Ohio 


Device: Retort and Ring type oil 


burning room heaters. 


Description: All retort models 


equipped with improved “Tri-Stage” 
burner which permits low fire with- 
out carbonization; operates on hy- 





droxylated vaporization principle; 
easy to light, precision control, no 
delicate mechanism to get out of 
order; uses Kerosene, Range oil or 
No. 1 Distillate; equipped with 6 
in. vent; automatic draft control; 
convenient filler equipped with 
strainer and close fitting cover; 6 
gal. fuel reservoir; legs equipped 
with screw-type levelers; constant 
level valve prevents vverloading. 
A-B-C ring type burners use 
Kerosene or Range oil; match 
lighter; instant control; will not 
burn out; safety fuel feed prevents 
flooding; vent to chimney fitted 
with automatic damper control; all 
circulator models fitted with humi- 
difier with convenient filler; avail- 
able in various sizes and capacities; 
circulator models finished in 2-tone 
brown “Ohio-ite” with chrome trim; 
radiant models brown porcelain en- 
amel finish with black trim. Elec- 
trical Merchandising, July, 1937. 
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ROYAL-ROCHESTER Fan 


Robeson-Rochester Corp., 
Rochester, N. Y. 


Prices listed for new Royal-Roches- 


ter pedestal fan May Review of New 
Products Section were in error. No. 
420, listed as $19.95 should have been 
$21.95: No. 400, listed as $12.95, 
should have been $14.95. 


v 


23 GRUBER Lighting Unit 


Gruber Bros., 72-78 Spring Street, 


New York City 


Device: Dining room lighting unit. 
Description: No. 6883 Controlens din- 


ing room unit designed to spot 32 ft. 
candles on center of table, 15 ft. 
candles on outer edge and 5 ft. can- 
dles on eye level, giving general il- 
lumination by indirect lighting from 
ceiling and soft diffusion through 
luminous side panels; available in 
bone white and satin chrome or 
gold finishes; other sizes and styles 
available. 


Price: $43.50.—Electric Merchandis- 


ing, July, 1937. 





bs 


24 S-N Boilers 


Scott-Newcomb, Inc., 1922 Pine St., 


St. Louis, Mo. 


Device: New cast iron boilers for oil 


gas or stoker coal. 


Description: Low water line; large 


heating surface; large water capa- 
city; steam space and combustion 
chamber space; equipped with do- 
mestic hot water heaters in different 
sizes; fire travel is 4 times length 
of boiler; relief by-pass for main- 
taining uniform pressures is pro- 
vided; horizontal type oil burner 
entirely enclosed within case, 2 
styles finish: standard S-N finish in 
2 shades green enamel with black 
brim and stream-lined aluminum 
with red enamel. Electrical Mer- 
chandising, July, 1937. 
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i “Yes, it’s true, Madam—that some other 
appliance will do the work—but what will 
it look like in a couple of years or so? 

“The first thing you want in your kitchen 
is cleanliness and complete sanitation. 
Then you want it attractive. Madam, the 
only finish that will never fade—never lose 
its lustre— never mar under household 
usage, is porcelain enamel. If your appli- 
ance is porcelain enameled—who cares 
if friend husband thoughtlessly leaves a 
lighted cigarette stub around. It will never 
stain or be a perpetual eye-sore to porce- 
lain enamel. You can clean porcelain 
enamel, easily, with soap and water—and 
you can do it from now until Kingdom 
come—and it will never dull its original 
lustre. 

““Madam—even when porcelain enamel 
does cost a trifle more the slight differ- 
ential means years and years of pride and 
satisfaction to you.” 


EDUCATIONAL BUREAU — 
PORCELAIN ENAMEL INSTITUTE, Inc. PORCELAIN a 

612 North Michigan Avenue Y ENAMEL 4 
Chicago Ve iy 


PORCELAIN ENAMEL 4327 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 






Send mea copy of your FREE book: ‘“‘Sales Manual for Porcelain Enamel.” 


Address... 
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25 G-E Beverage Cooler 


General Electric Co., Appliance & 
Mdse. Dept., Nela Park, Cleveland, 


Ohio 

Jevice: Portable beverage cooler. 

lescription: Super-power twin cylin- 
der condensing unit designed for 
beverage cooling; rubber cushion 
mountings, G-E capacitor motor; 
easily accessible temperature control; 
table top won't tip or wobble; easy 
glide openers; chrome plated sliding 
rail; heavy-duty galvanized steel 
grid; automobile-type louvres for 
extra ventilation; over-size drain 
fitting ; acid-resisting Synflo enamel 
finish in cardinal red with stainless 
steel trim; seamless copper cooling 
coil; available with dry storage 
compartment if desired; bubbler ac- 
cessory for drinking water available 
at slight extra cost; water cooling 
capacity from 1 to 5 gal. an hour; 
cools 56 bottles per hour; tank stor- 
age capacity up to 100 bottles; 444 
in. wide, 372 in. high, 254 in. deep. 
—Electrical Merchandising, July, 


1937, 


v 





26 


WESTINGHOUSE Water Cooler 


We stinghouse Electric & Mfg. Ca. 


Mansfield, O. 


Vodels: LB-3 and LP-3 Thrift water 


coolers. 


Description: LB-3, bottle-type, port- 


able; no plumbing -required. LP-3, 
pressure-type for permanent instal- 
lations; 80° water is cooled to 50° 
at 3.4 gal. per hr. capacity; rectan- 
gular design; black Durosan finish, 
chrome fixtures; hermetically-sealed 
mechanism; both models 154 in. 
wide 22 in. deep, 414 in. high.—Elec- 
trical Merchandising, July, 1937. 


v 





27 CROSLEY Koldrink Coolers 
Crosley Radio Corp., Cincinnati, Ohio 
Device: Two new Koldrink bottle 


coolers. 


Description: Have a capacity for 116 


12-0z. bottles or 127 6-oz. bottles; 











THE PRODUCT PARADE 


Keep posted — and profit! Study the “Product Parade" — indicate the items 
on which you desire further information by checking the prepaid-return-card 
on the “Free Sales Helps" page. No obligation. 


high enough to hold 32 half gal. 
bottles upright; dual tub available 
at slight additional cost to store 
food, candy, ete, in handy, dry 
compartment at same time bever- 
ages are kept in wet compartment; 
may be equipped with bubbler to 
supply cool drinking water; Super 
DeLuxe model HLS equipped with 
sliding, space-saving top; may 

placed under counter; DeLuxe 
model HB8 hinged in 4 sections to 
permit easy, convenient opening; 
both models equipped with Crosley 
commercial refrigeration unit oper- 
ated by 3 hp. motor, 60 cycle, 110 
volt a.c. 32 volt or other odd volt- 
ages models also available at slight 
additional cost ; temperature control ; 
443 in. long, 254 in. wide, 35 in. 
high; green or red finish—Elec- 
trical Merchandising, July, 1937. 


v 








28 S-N Water Softeners 


Scott-Newcomb, Inc., 1922 Pine St., 


St. Louis, Mo. 


Device: Complete line of water soft- 


eners in various sizes includes gal- 
vanized single tank type, galvanized 
type with separate brine tank for 
recharging and porcelain enamel 
tank inside and  out.—Electrical 
Merchandising, July, 1937. 
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29 RAY-O-VAC Flashlight 


Ray-O-Vac Co., Madison, Wis. 


Device: Ray-O-Vac Utility Copper- 


lite. 


Description: 2-cell spotlight ; equipped 


with heavy lens, improved ring hang- 
er; focusing head; polished reflec- 
tor; candle light feature; easy oper- 
ating switch with locking device; 
flash position and permanent con- 
tact for steady light; packed 6 in 
merchandising display with 48 No. 
2 armored top unit cells in counter 
dispenser.—Electrical Merchandis- 
ing, July, 1937. 


Device: 


30 EVEREADY Flashlights 
National Carbon Co., 100 E, 42nd St., 


New York City 


Automatically prefocused 
flashlight. 


Description: Equipped with Mazda 


prefocused lamp and special die- 
cast reflector; spot is even, round 
amd bright; light projection dis- 
tance increased; 3-cell and 2-cell 
models and new official Boy Scout 
flashlight have these features; 3-cell 
and 2-cell models equipped with 
streamlined switch which prevents 
light from being accidentally turned 
on; Boy Scout light has belt clip 
slotted to receive initials——Electric- 
cal Merchandising, July, 1937. 








v 


31 G-E Gluepot 


General Electric Co., Schenectady, 
N.Y. 


Device: Automatic 2 qt. gluepot. 
Description: Heats rapidly to 140-150° 





F.—temperature required for best 
results—and automatically maintains 
same temperature; consists of re- 
movable copper container for holding 
glue, heated copper jacket in contact 
with glue container and outer pro- 
tective casing of heavy steel; avail- 
able in 115 or 230 volts, a. c. or d. c. 
—Electrical Merchandising, July 
1937. 
v 


32 SEED Garage Door Opener 
R. W. Seed Mfg. Co., Lawrence & 


Eagle Roads, Upper Darby, Pa. 


Description: Opens and closes any 


garage door overhead or hinged; 
may be operated by car headlight 
upon photo-electric eye, or by a 
switch mounted upon post located at 
side of driveway where it can be 
reached from car window; a manu- 
ally operated switch in home at con- 
venient point also opens and illu- 
minates garage, closes and locks 
door and _ disconnects driveway 
switch or photo-electric eye; may 
be used on “Vertical”, overhead or 
rolling doors, “Hinged” 1 pr. swing- 
ing hinged doors, and “Double 
Hinged” 2 pr. swinging hinged 
doors; + h.p. motor, 110 volt, 60 
cycles. Electrical Merchandising, 
July, 1937. 
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33 G-E Cord Set installe 

General Electric Co., Appliance & 

Mdse Dept., Bridgeport, Conn. The 

Device: Heater cord set molded in 1- of Sa 
piece. ing of 

Description: Cord, attachment plug, frigera 
strain-relief and heater plug molded charge 
together in rubber to form single 
unit; copper conductors and contacts 
welded together and permanently The 
sealed in heat-resisting rubber com- Lake | 
pound; no spring to fray outer braid windo 
of cord.—Electrical Merchandiswmg, tors ai 
July, 1937. nevert 

. meter 

time. 
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34 HANDYHOT Waffle Iron - 

ur 

Chicago Electric Manufacturing Co., Natha 
6333 W. 65th St., Chicago, IIl. adver’ 

Model: No. 506 Handyhot Twin Wai- of cor 
fle Iron. 

Description: Makes two waffles on Gra 
6-inch aluminum grids at a time; (“Re 
each unit fitted with baking indi- opene 
cator; Walnut side handles extend celebr 
full length of tray base; chromium and ¢ 
finish; a.c. 110-120 volts ; 800 watts. produ 
—Electrical Merchandising, July, ~ erator 
1937. or ot 
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35 WEAR-EVER Tea Kettle — 
The Aluminum Cooking Utensil Co., own 
New Kensington, Pa. “N | 

Device: Speedster tea kettle for use $4.44 
on electric ranges. : Phoe 

Description: 214 qt. capacity; triangu- 
lar spout large enough for filling and 
pouring; stationary, non-slip, finger- Tt 
grooved Bakelite handle; valve fit attle 
cover prevents loss of water through store 
spout when boiling rapidly; domed schor 
cover with Bakelite knob; flat bot- urda 
tom fits large unit of electric range. stan 

Price: $3.45.—Electrical Merchandis- Cou 
ing, July, 1937. ate | 
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36 BURGESS Flashlight . 
Burgess Battery Co., Freeport, Ill. now: 


Device: Economy flashlight. Use 
Description: Ratchet locking focus; 


compartment for spare lamp; lamp os 
protecting bumper block; switch; im 
nickel plated seamless brass barrels; whi 
removable head-bridge permits cells to z 
to be released from both ends.— hea 
Electrical Merchandising, July, 1937. 
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The Washington Water» Power’s 
trade-in allowances of $25 for a stove 
and $7.50 for the old water heater 
came to an end on June 5. This 
campaign was highly popular with deal- 
ers, who did a good business in ranges 
and water heaters while it was in effect. 


* * * 


The City Light of Seattle is featur- 
ing an electric water heater at $76.50 
installed, payments to be $1.75 per month. 


x* * * 


The Marcus Auto Supply Company 
of Sacramento, Calif. announces tak- 
ing on a line of Stewart Warner re- 
frigerators, with Gary Norwood in 
charge of the new department. 


x * * 


The Quality Appliance Shop of Salt 
Lake City has been running an effective 
window demonstration with two Kelvina- 
tors attached to one operating unit, which 
nevertheless, according to the recording 
meter attached, runs less than half the 
time. 

* * * 

The J. W. Robinson Company of Los- 
Angeles have been advertising a kitchen 
planning service for their customers. 
They specialize in the G.E. line. 


* * * 


During the Golden Gate Bridge Fiesta 
Nathan-Dohrmann Co. of San Francisco 
advertised—guess what? Bridge lamps, 
of course! 

* * * 

Grayner & Smith of Phoenix, Arizona 
(“Rex” Grayner and “Don” Smith) 
opened their doors on May 22 with a 
celebration which included refreshments 
and entertainment. They handle Norge 
products, Horton washers, Gibson refrig- 
erators, Kitchenkook ranges and a variety 
of other appliances. 


* * * 


Following the successful range cam- 
paign of early spring, the Bureau of 
Power and Light of Los Angeles is now 
featuring a double sale of range and 
water heater, through the dealer, at a 
common price of $4.94 per month payable 
with the light bill. Down payment is 


5 per cent. 
~ ok x 


Advertising automobile radio, Breun- 
er’s of Sacramento, Calif., offer to “in- 
stall it while you shop”, as late as 5:30 
Saturday evening for the week-end trip. 
Prices are as low as $2 monthly. 


x* * * 


In order that the public may enjoy 
“nature’s own air-conditioning” in their 
own backyard by means of a “Yard lite”, 
the Central Arizona Light and Power 
Company are advertising this specialty at 
$4.44, obtainable through cooperating 
Phoenix dealers. 


ee 2 


The Rhodes Department Store of Se- 
attle, Wash., recently turned its entire 
store over to the management of 78 
school boys and girls for an entire Sat- 
urday. The children were selected as out- 
standing in their schools by the Seattle 
Council of Parent-Teachers and by priv- 
ate schools. 

x * * 


A 30-day free trial of an electric 
shaver retailing at $16 was recently of- 
fered by Gano-Downs of Denver, Colo- 
rado. 

x * * 


A $1 trade-in on the old iron and a 
clothes sprayer and iron at a net of 
$7.95 are also featured in Spokane by 
the Washington Water Power Company. 


* * * 


Another reduction in rates is an- 
nounced by the Salt River Valley Water 
sers Association. Lighting rates start 


at 12 cents and drop to 2 cents through 
several stages with greater usage. Cook- 
ing and lighting combined have a mini- 
mum charge of $3, instead of $3.60, 
which is 5 cents per kw.-hr, dropping 
to 2i¢ and 2¢. House heating and water 
eating have a new Ic. rate. 


WESTERN NEWS FLASHES 
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Westinghouse clinches the first deal for exhibit space for the 1939 Golden Gate 
International Exposition. W. R. Marshall, San Francisco vice president, passes a 


check for $32,000 to James B. Black of the Exposition Board. 


Standing are 


G. H. Lewis, exhibit manager and W. P. L'Hommedieu, San Francisco manager 


for Westinghouse. 


Manuel Joseph has recently taken over 
the store formely occupied by Waxon 
Bros. of Sacramento. He will feature 
General Electric appliances. 


* * * 


Barker Bros. of Los Angeles, tying in 
with the “two-on-one-contract” plan of 
the Bureau of Power and Light have 
been advertising all their major appli- 
ances, urging that the entire electric 
kitchen be furnished at one time and 
financed with a 5 per cent down payment 
and a small monthly charge payable with 


the light bill. 
*x* * 


Hobrecht of Sacramento, Calif. has 
opened a new studio and factory for 
lighting fixtures. Mr. MHobrecht has 
been in the electrical business in Sacra- 
mento for 27 years. Ray Mallet, former 
proprietor of the Elite Studio, is to be 
hop superintendent and salesman. 


* * * 


The Dorris-Heyman Company of 
Phoenix, Ariz., have been running a daily 
ironing demonstration, asking customers 
to bring in a few pieces of laundry for 
ironing on a Faultless combination. 


* * * 


The American Furniture Company of 
Denver, Colo., has greatly enlarged its 
appliance section. The company recently 
conducted a week’s store demonstration of 
washing and ironing machines, and of- 
fered a double value on radio trade-ins 
for the opening week of the new depart- 


ment. 
e* @ @ 


In connection with the sale of electric 
fans, Weinstock-Lubin Company of Sac- 
ramento, California have been offering an 
“air-cooler” for $12, which is essentially a 
variation of the “excelsior box” type. It 
consists of a box with fabric strips kept 
moist by circulating water with a pro- 
peller in the rear which operates a pump 
from air blown by the fan. Which, 
incidentally, also furnishes the circulation 
of air and the necessary evaporation for 
cooling. 

*x* * * 


The Pacific Furniture Company of 
Fresno, Calif. are to move into a new air 
conditioned structure now being erected 
adjacent to the San Joaquin Power Bldg. 
Electrical goods and home appliances are 
an important part of the store’s business. 
H. Waxman is the proprietor. 
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The spokesmen-Review of Spokane, 
Wash. went “air conditioning” with full 
six-page section in its Sunday edition, 
featuring home and commercial cooling 
and heating problems. Between Jan. 1, 
1933 and May 1, 1937 820 stokers, 805 
furnace filter blowers and 290 oil burners 
were installed in the Spokane area. 


* * * 


Nine pages of the Arizona Republic 
of Phoenix were recently given over to 
the discussion of air conditioning prob- 
lems, with extensive advertisements by 
dealers and power company advisory 
bureau. It was pointed out that whereas 
“Phoenix’ usual heating season is limited 
to about 14 days, its cooling season is 151 
days on the average. Self-contained room 
units, as well as complete air conditioning 
systems were featured. 


ee, s 


The Rocky Mountain News of Denver, 
Colo. started summer selling with a spe- 
cial electric home section in which prac- 
tically every local dealer advertised ex- 


tensively. 
* * * 


The B&M Appliance Store of Butte, 
Montana recently staged a Friday and 
Saturday demonstration of ironers, with a 
good attendance. 

* * * 


Appropriate to the language of Holly- 
wood, the Los Angeles May Company 
announced the arrival of new radios by 
a “preview” set at a given hour and date. 


es &@ 


Tull & Gibbs of Spokane, Wash, an- 
nounce a “2-years-to-pay” credit plan, 
which permits of the grouping of pur- 
chases into one contract, with twenty- 
four months to pay. On a $100 purchase 
in this period the interest charge would 
amount of $9.93. 


* * * 


Builock’s of Los Angeles has been fea- 
turing a Household Exposition, with a 
series of demonstrations of electrical 
equipment and an afternoon cooking class 
held in the sixth floor model kitchen. 
A “magic dial” display operated by re- 
mote control which permits the spectator 
to turn on or off any of the electrical 
appliances by dialing the appropriate num- 
ber, was one of the centers of interest. 
A Westinghouse “Hell’s Kitchen” and a 
General Electric “under water” test were 
also displayed. 


G. B. Harris of the Crescent, Spokane 
reports that their recent special on elec- 
tric irons (a $6.95 iron sold for $3.98) 


resulted in the sale of 1,000 irons in 
twelve days. Mr. Harris is always on 
the lookout for special purchases which 
can be featured to build up summer sales. 
The Crescent small appliance depart- 
ment was recently remodeled with im- 
proved indirect illumination and attractive 
pillar show cases spotlighting appliances 
with concealed lights. 


* * *” 


During the past fifteen months 959 new 
homes have been completed or are still 
under construction in Portland, Ore. It 
is taken for granted in that progressive 
western city that every new home will 
be wired for an electric range, so it may 
be assumed that each of these building 
jobs is a modern one. Investigation has 
shown that each new owner buys from 
one to three new major electrical appli- 
ances before moving in. 


* * * 


Phoenix, Arizona’s dealer special for 
May was a Sunbeam ironmaster plus a 
$3.50 clothes sprinkler ($12.45 value) for 
$9.95, minus a $1 trade-in value on the 
old iron, or an effective price of $8.95. 


*x * * 


Tull & Gibbs of Spokane, Wash., have 
had good results from the reirigerator 
test which they are running on the first 
floor of the store. Two Kelvinators at- 
tached to the same refrigeration unit 
which operates less than half the time 
graphically demonstrate economy of oper- 
ation. L. K. Vallandingham, manager 
of the electrical department says that 
though headquarters for these appliances 
are in the basement, a major display of 
refrigerators is maintained on the main 
floor at all times. Usually some “stunt” 
is underway which is played up in ad- 
vertising and attracts casual store traffic 
through its novelty and interest. 





D. LAMAR HOLT 


Western Colorado Power 


D. Lamar Holt has been named sales 
manager for the Western Colorado 
Power Company, succeeding R. R. Rowell 
who was transferred to the Utah Power 
& Light company Preston division as di- 
vision manager. 

Born in Bountiful, Utah, Mr. Holt at- 
tended the University of Utah, went to 
the New York University where he 
studied salesmanship and business psy- 
chology, traveled abroad, then joined the 
Utah Power sales force in 1929 promot- 
ing the electric water heater. He proved 
himself a capable sales leader, was pro- 
moted to a supervising job where also he 
distinguished himself. 

Mr. Holt was president of the Young 
Men’s Republican club in Salt Lake 
county ; vice-president of the Young Men’s 
Republican Club of Utah, and chaplain of 
the Utah society of the Sons of the Amer- 
ican Revolution. He also has been ac- 
tive in civic organizations, and promises 
himself an equally active residence in 
Colorado. Mr. Holt’s headquarters will 
be at Montrose, Colorado. 
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Do your distributors’ salesmen dra- 
matically present the selling features | 
of your products? Do they give actual _— 


"The Distributor's Salesman" 
is bound into ELECTRICAL 
WHOLESALING and 
reaches over 5000 salesmen 
and executives of electrical 
wholesalers. An additional 
3500 copies are mailed sep- 
arately to specialty distrib- 
utors and their salesmen, 
giving a total distribution of 
over 8500 copies monthly. 
Sample copy and details on 
request. 


———_.. 










Distributor’s Salesman 


ey 


proof of sales points? Do they know 
what displays and other sales helps 
are available? Are they enthusiastic 
about selling your line? 

No distributor's salesman knows all 
there is to know about your products. 
He needs constant education. Heneeds 
sales ammunition. And he needs new 
enthusiasm, which only you can give 
him. 

Each succeeding issue of "The Dis- 
tributor's Salesman" proves that more 
and more manufacturers are conscious 
of this need — and find in this new 
service anideal medium for increasing 
sales through “selling the salesman." 


THE DISTRIBUTOR’S SALESMAN 


A McGRAW-HILL SERVICE 






330 West 42nd Street @ 


New York, N. Y. 








Edwina Nolan of General Electric Appliance Department held a conference 
in New York recently with a group of magazine editors. Before this meeting 
Ada Bessie Swann, of Woman's Home .Companion, changed the order of 
things by entertaining a group from the General Electric Appliance Depart- 
ment and other guests of the conférence. Upper photo shows Miss Gertrude 
Love, editor, Woman's Home Companion; P. Z. Zimmerman, G. E.; Miss 
Swann; J. H. Poteat, G. E. Lower photo, Miss Nolan; Dan Ashley, Woman's 
Home Companion; Clara H. Zillessen, Philadelphia Electric Co.; L. E. Moffatt, 
Electrical Merchandising; and (just a shadow) Isabel Davie, formerly of 
N. EL. A, 
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CBS PLANS HUGE TELE- 
VISION STATION ATOP 
CHRYSLER BUILDING 


NEW YORK — The Columbia 
Broadcasting System has applied to 
the Federal Communications Commis- 
sion for permission to construct one 
of the world’s most powerful com- 
bined television and sound transmit- 
ters at the top of the Chrysler Build- 
ing in New York City. 

When fully modulated the proposed 
station will operate at a peak power of 
30 kilowatts, which is equal to that 
of a transmitter soon to be constructed 
on the Eiffel Tower in Paris and 
which previously had been described 
as the most powerful television station 
on earth. 

The transmitter, which is to be lo- 
cated on the 74th floor of the sky- 
scraper, will incorporate the latest de- 
velopments in high power wide band 
design. Because it will operate on a 
frequency somewhere between 42 and 
56 megacycles—that is a wave band 
which can be picked up only as far as 
the distance from the antenna to the 
horizon—it is expected that the sta- 
tion will provide coverage within a 
radius of approximately 40 miles over 
a total area of about 4,800 square 
miles. 





Norge First Quarter Up 32 Per Cent 


DETROIT—‘Norge Division Borg- 
Warner Corporation, report all-prod- 
uct first quarter business to be 32 per 
cent above the like period last year. 
Increases for the period by products 
were: refrigerators, 29 per cent; 
washers, 21 per cent; commercial high 
sides, 24 per cent; electric ranges, 523 
per cent; Fine-Air furnaces, 571 per 
cent; oil burners, 117 per cent. Total 
unit sales of Borg-Warner household 








divisions represented by Norge were | 


171,702 for the first quarter.” 





Mayflower-Lewis Corp. Formed 
ST. PAUL—Lewis Air Condi- 


tioners, Inc. of Minneapolis, Minn., | 


have consolidated with Mayflower, 
Inc., Lima, O. manufacturers of do- 
mestic electric refrigerators, accord- 
ing to a recent announcement from 
H. J. Hunt, president of the new com- 
pany, the Mayflower-Lewis Corpora- 
tion, St. Paul. 





Western Furniture Meeting 
The Western Home Furnishing 


Market will be held at the new West- | 
ern Furniture Exchange and Mer- | 


chandise Mart, San Francisco, the 
week of August 2 to 7, according to a 


recent announcement by A. Cameron | 


Ball, business manager of the Ex- 
change. 





They Steal ‘em in Phoenix 


In a recent brief news report fro 
Phoenix, Ariz. we learn that sneak 


thieves of that city recently made away | 
with three air cooling systems. What | 
these gentlemen require is undoubtedly | 


a sojourn in the cooler. 
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BUYING MAY BEGIN AT MIDNIGHT 














Noon or midnight or in between, whenever a 
home-owner first thinks of new refrigerators or 
toasters, of air-conditioners or bridge lamps—that’s 
when your sales begin. And the place they begin 


is inside the customer’s head. 


Names which get into people’s heads early are 


the names they ask for when they go to buy. 


That’s why so many manufacturers of electrical 
equipment advertise in TIME. TIME is read by alert 
people who keep their minds—and their homes— 
up-to-date. Advertisers’ names and facts in TIME get 
early into the heads of these Best Customers, move 


products out of your store and into their homes. 


TIME 
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| ment, 

Frequently the customer telephones 
in for this first home demonstration 
call, but if she does not, the home 
service girl arrives just the same 
within the first day or two after de- 
livery of the range. Mrs. Newton, 
known as Ann Martin, is in charge 
Sf this home service work, which is 
set up on a standardized plan. Each 
girl is provided with a complete kit 
of kitchen utensils, packed in an air- 
plane luggage outfit which fits her car. 
She also is supplied with food, so that 
she does not need to call on the cus- 


| tomer’s larder for her demonstrations. 
| Sifmet BELTS |. 
2. * 





When in the customer’s home, she 
PAAADRARAA AA sAiasnAAALLAaALLA | wears a uniform smock of attractive 
| design. Seven of these young women 
are in the field constantly, handling 
follow-up work for dealer sales. 
This delivery and follow-up system | 
is popular with manufacturers, dealers | 
and customers alike. From the stand- 
| point of the manufacturer, the rigid 
tests made before delivery give him 
an accurate check on the performance 









‘aie delicious plate-size waffles at the same 
time—that’s the clever, time-saving idea, originated 
by Knapp-Monarch, which attracts shoppers like a 





¢ “ 7 > : . magnet to the K-M Twin Waffle Iron. And they 
o his product under enters condi find the smart styling—the gleaming chromium 
tions and enable him to catch defects finish—the genuine walnut handles—the dependable 


U 5 f 2 indi i isti . These outstanding 
Use the BAR...35 hookson | before they reach the customer, so veaalempsondnamened Oy 



















a sturdy, space-saving stock | forestalling any unfavorable reactions. itl be pecheable fer pon! The K-M Sandwich 
; inches wide Incidentally, this investigation pretty —~J The K-M FAMILY ful, popular item from 
rack (only 36 ine ) ell Pi | bli ions f th CIRCLE will be Nation- the K-M Family Circle 
that’s good-looking and rust- | VW" Covers the obligations of the See-uit-oav. arr ally Advertised to more —can be had with de- 
£. Each hook has Gil | manufacturer’s guarantee and insures SLECTRICAL ADPLIANCES = tA yt someate grids for waffle 

| . . . . t a in a 

prool. Lach Rook has \viimer | that the product which is delivered is ee BB . 





Belt number tag to identify | free from the mechanical defects for 
each Gilmer size quickly. | which the factory might be held liable. 
Keeps your stock of Gilmers | The dealer, on the other hand, is as- 
out to be seen and sold. Gives sured that his merchandise will be in 

. good condition when it reaches the McGRAW-HILL 
you perpetual belt inventory 


_ makes re-ordering easy — | customer, that its delivery will be D | R E c T MAI L 


under the most favorable conditions 
takes up little wall space. | and that the goodwill built up by the 


Complete with attractive dis- | sale of quality merchandise will not be 
play sign. 50c separately, or impaired by any unforseen complica- | 
sis : tions. He need carry only a minimum 


FR c ~ , of stock, and is further relieved of all : 
-- + with any 35-Belt | inconvenience and expense in connec- As publishers of Electrical Merchandising for over 

assortment of Gilmer Belts. tion with testing and delivery. The Te . . 
-% 20 years, McGraw-Hill is uniquely equipped to 


customer knows that the equipment re- 


SE eived will be in good condition and offer complete, authoritative Direct Mail cover- 


will fulfill the promises made and that age of the Electrical Appliance Trade. Extreme 
Get the HOOK 


delivery, installation and follow-up in- 
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| o . . . 
struction will be made with a minimum accuracy (guaranteed 98 /o) is maintained on a 
Stamped metal, finished of discomfort and a maximum of daily corrected basis and the widest possible selec- 
in vivid orange. Has ee ee tions are available. Send for folder entitled 'Hun- 
: resid So popular, indeed, is this test plat- - 
identifying belt num- form idea, that the Bureau is planning dreds of Thousands of Reasons Why which de- 
ber. Gives you a flex- to give it wide publicity. Larger scribes how McGraw-Hill Lists are built and main- 
hie individual sterane quarters in a prominent location are } . d 
we Caner ag | to be occupied by this department, ained. 
or display unit for fast- | with show windows which open on 
eclling Gilmer Belts. | the street. Here most of the opera- e What Selection Do You Want to Reach? e 
- tions will be performed in full sight 
FREE of passing crowds, who are thus ap- oe ee ae oat — 
..- hook lied with ised 3 > enmee tee . ppliance Dealers entral Stations 
ooks supp ‘ with any pri ed at the ame time of the num- | Maier Apoilences Sepevimen? Stores 
assortment of 10 or more Gilmer Belts. ber of ranges which are on the way Minor Appliances Nerdwere Steres 
to delivery in Los Angeles homes, and Larger Dealers Etc. 
Got a copy of Gilmer’s 1937 Belt also of the service which he will re Geographical Selections 
Catalog? This “most usable belt ceive if he puts one into his own home. | Population Groups 
catalog ever issued” is FREE. You Many of these sales policies are ; . 
need it. Send now. permanent rather than campaign meas- Write for list “Electrical Appliance Trade 


ures, subject only to revision as time 
DONO... oan oo nasawccsncesccoecnsecsees proves that some other system of 
| operation will produce better results. 
| Permanent, too, is dealer interest in 
L. H. GILMER CO., Tacony, Philadelphia | electric ranges as profitable merchan- 
The Oldest Firm of Rubber Fabric Belt Specialists | dise. Los Angeles, in other words, 
| not only is selling ranges now but ex- | 
| pects to go on doing so in the future. | 


giving details on selections, counts, prices, 
etc., or ask any representative. 
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In electric cooking 
its CONTACT that counts. 
You get MORE contact 

with 


CHROMALOX 
Super-Speed RANGE UNITS 


THIS is the embedded wire type 
unit that gives you more contact 
(of unit surface and utensil bot- 
tom) than any other. It heats 
the utensil not only in spots or 
spirals, but all over. That’s why 
it cooks so fast. 


ECONOMY too—but not only be- 
cause of fast cooking. Look at 
the picture again. In using a 
small-area utensil such as a 
coffee-pot, the inner burner only 
is heated, using “medium” 
switch. This is the famous 
“Two-Burners-in-One” feature 
of Chromalox Super-Speed units 
—just another reason why so 
many electric ranges are now 
equipped with these units. 

THESE are features that sell 
ranges. Let them help build 
sales for you—specify Chroma- 
lox units on the ranges you sell. 


THERE’S PROFIT in 


replace- 


ment too, with these units. They 
fit all ranges—no big stock re- 
quired, no trouble in servicing. 
Get the facts. 


One call does it. 





Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the “Chromalox Plan” book. 


Position 


Fesesecacesessecsaces 
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Range Business 
in Northern California 
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The stage is set for the first "Range Council" at San Rafae!—Part of the 
board used to explain the wiring required is shown at the right. 


the salesman of ranges and water 
heaters in that district would have to 
meet. 

Council No. 1 therefore started in 
with a discussion of rate schedules as 
applied to ranges and water heaters. 
It was felt that the salesman should 
understand thoroughly the different 
schedules under which the customer 
might operate his range, both urban 
and rural and should understand to 
the full the advantage to the customer 
of low operating costs on other appli- 
ances when a progressive range and 
water heating rate applies. 

At this meeting also a model wiring 
installation was shown. The selling 
of an electric range involves the double 
task of selling the range and the wir- 
ing job. It was Mr. Walker’s intention 
to give the salesman a respect for the 
wiring job which he was to sell. He 
was therefore shown a sample comply- 
ing ‘with underwriters and local re- 
quirements and it was explained to 
him what the parts were and why they 
were so installed. By the time this 
portion of the program was over, the 
salesman was prepared to sell the wir- 
ing cost with enthusiasm, instead of 
commiserating with the customer over 
the additional outlay required. 

At the second meeting, all range 
manufacturers participating in the 
campaign were asked to explain the 
different talking points of their prod- 
uct, not in a competitive manner, but 
as a matter of information. The vari- 
ous models were present and were 
thoroughly described and inspected in 
turn, so that by the time all had been 
seen, the salesman was thoroughly fa- 
miliar not only with the product which 
his firm handled, but also with all 
other principal competitive lines as 
well. This was followed by a third 
meeting, covering the same ground for 
water heaters. 

The fourth and fifth councils were 
in the nature of cooking schools, not 
so much to teach the salesman how to 
cook, as to show him the problems 
his customer was likely to run up 
against. The demonstration was in 
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two parts, one showing right methods 
of operating the range to perform 
given tasks, and the other the wrong 
methods, both from incorrect use of 
the range and through use of competi- 
tive fuels. Results from each were 
compared by sampling the foods, noting 
the consumption of electricity required 
and the cost under local rates, and 
making other tests. This information 
was especially valuable in helping the 
salesman to show the prospect ways of 
economizing or improving the food 
through proper utilization of the range. 
It also aided him in handling any 
complaints or difficulties which might 
arise later, or which might have been 
reported to his customer from other 
users and thus form an obstacle to the 
sale. Above all, it enabled him to 
think in terms of the customer’s prob- 
lems placing the emphasis where it 
belongs on the service to be rendered, 
rather than on the product to be sold. 

The last meeting was devoted to 
practical questions of operating costs, 
compared with other fuels. Actual 
bills were used and the conditions 
which occasion their variation ex- 
plained. Trade-in allowances and 
terms of the particular campaign were 
made clear. The meeting closed with 
a discussion of twenty-five questions 
most likely to be asked by the prospect 
and the best way to answer them. 

The series, of course, was after all 
just another salesmen’s training course, 
but yet it was a little different. The 
distinction lay in the fact that it grew 
out of a need sensed by the dealers 
and salesmen themselves and was de- 
signed to meet the very practical local 
questions which they wanted answered. 
The meetings were truly “councils” 
in the sense that both instructor and 
pupils participated in formulating 
them. Attendance was regular and 
enthusiastic—and practical results in 
sales and profits were confidently ex- 
pected. Figures on the campaign were 
not available at time of writing, but 
informal reports indicate that all divi- 
sions are making quotas—and well 
over the margin. 


Standard 
ELECTRIC 
RANGES 





Quality e 
e Variety 

Domestic e 

e Commercial 





The oldest name in electric cook- 
ery. Ranges may have open 
SPEED-HEET or enclosed KAL- 
MAX burners at no extra charge. 
Large one-piece ovens. Full auto- 
matic features. Standard . . . the 
pioneer in modern cookery. 


No. 1536 


. ‘Lady 
V anitee”’ 


An advanced de- 
sign. Sturdy and 
brilliantly beau- 
tiful. Graces any 
kitchen and a 
price so low it 
will surprise 
you, 





No. 1444 


*“Evans- 
9° 
ton 


Sturdy construc- 
tion with one- 
piece top and 
back rail. Full 
capacity. A 
wonderful addi- 
tion to the mod- 
ern kitchen. 





“Maitre” 


A low-priced heavy- 
duty range for the 
tea-room, wayside 
stand. Choice of five 
different combinations 
of cooking tops. Bul- 
letin A263 describes it. 





@ STANDARD - COMMERCIAL 
CREDIT PAYMENT PLAN in- 
creases your volume of sales 
and profits. 


@ Also complete dealer floor 


plan. 


The STANDARD ELECTRIC 
STOVE CO. ... TOLEDO, O. 





-"""""MAIL THE COUPO ae 
: The Standard Electric Stove Co., : 
* Toledo, O. : 
= Please send me complete information and § 
5 catalogue. _: 3 
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Vecutily (id 
IRONERS 


@ NEW! Smart, stream- 
lined styling. A sensationally 
new kind of stand, one-piece 
“ metal for greater strength and 
rigidity! Famous HORTON 
Duo-Chrome, current-saving 
Ironer shoe. Resilient roll 
and other exclusive features 
make this the most efficient 
lroner on the market. 

Win a leader’s share of the 
ironer market with the 
Horton Beauty-Aid line. Ask 
your authorized Horton 
distributor, or write. 


HORTON MFG. COMPANY 


702 Osage St., Fort Wayne ind. 





Look for 
“TOPHET’’ 


You may never see a spool of 
“TOPHET” (pronounced _tof- 
fet)—the top heat _nickel- 
chrome alloy. But you can 
soon check its superior per- 
formance and life in the better 
grade electric heating appli- 


ances. 


“TOPHET” is the product of the pioneer 
in the electrical alloy field. Its use signi- 
fies that the appliance manufacturer seeks 
quality even to the last detail. 


WILBUR B. DRIVER CO. 


GILBY WIRE COMPANY 
NEWARK, NEW JERSEY 


VAANAANAALAAAA VADER UV VAPb 
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STATISTICAL BAROMETER 





A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis 


it 


Electrical Merchandising 


WASHERS 


Optimistic bulletins on electric washer 
sales continue to emanate from the 
American Washing Machine Manufac- 
turers Association. Not only was the 
May unit volume 13.18% higher than 
that of May 1936, but the trend toward 
higher priced models was even more 


| marked than in earlier months of the 
| year. Evidence of this trend is given in 


the summary of electric washer sales by 
price classifications, which shows the $70- 
and-over models running 92.12% ahead in 
May and 69.26% ahead in the five months 
of 1937 over comparable months of last 
year. At the same time the less expensive 
models have decreased in unit sales up to 
27.5% in May and up to 7.16% in accu- 
mulated sales of the first five months. 


2 eee 142,651 washers 
RE eo eccidedamanet 126,030 washers 
PR MN cvviavenasvvewan 725,671 washers 
5 Mos. 1936...............630808 washers 


GAS ENGINE WASHERS 


Although gas engine washer sales of 


| May fell 6.37% below comparable sales 


of May 1936 and 2.19% under May 
1935, the total unit volume for the five 
months retained a lead of 1.29% over 
last year’s corresponding sales and 2.02% 
over the 1935 comparative. Following 
are estimates of the American Washing 
Machine Manufacturers’ Association of 
unit sales for the industry: 


MAY 1937... .17,595 gas engine washers 
May 1936..... 187 93 gas engine washers 
5 MOS. 1937..80,584 gas engine washers 


5 Mos. 1936...79,553 gas engine washers 


IRONERS 


Ironer sales of May 1937 were dis- 
appointing, falling 18. 72% behind records 
of May 1936 and 14.46% behind May 
1935. This loss in business reduced the 
lead over last year’s records to 4.05% 
for the first five months. Following are 
industry sales of household electric 
ironers compiled by the American Wash- 
ing Machine Manufacturers Association: 


a See 12,062 ironers 
“SPP 14,840 ironers 
* eer 79,941 ironers 
5 Mos. 1986.................76 828 ironers 


Saturation, January 1937—1,192,002 
homes, or 5.5% of total wired homes. 


IES LAMPS 


Figures compiled by the Electrical 
Testing Laboratories on the number of 
base tags issued indicate a rise of 32.8% 
in sales of IES lamps in May 1937 com- 
pared with May 1936. For the five 
months’ period the total gain in base 
tags issued amounts to 52.6% over the 
same period of 1936 and 54.7% over 1935. 


MAY 1937 ...... 20,725 IES Base Tags 
May 1936 ...... 15,600 IES Base Tags 
5 MOS. 1937....262,575 IES Base Tags 
5 Mos. 1936....171,979 IES Base Tags 

Further data from ETL indicates that 
up to the end of May 1937 a total of 
2,319,582 IES Base Tags had been issued 
for presumably the same number of 
lamps. 


RANGES 


The NEMA range membership sold 
39,761 household electric ranges in May, 


which brought the accumulated unit vol- 
ume for the first five months up to 182,- 
094 electric ranges. This represented a 
gain of 16.2% for May and 44.9% for 
five months compared with similar sales 
of last year. Average prices, at manu- 
facturers’ value, were $71.47 in May 
1937, or 5.8% higher than the average 
price of $67.51 in May 1936—for the 
five months the average 1937 price was 
$71.07, or 3.0% above the corresponding 
price $68.97 in May 1935. 

Following reports of household elec- 
tric range sales come from the 12 manu- 
facturers reporting to NEMA: 


MAY 1937...... 39,761 ranges, valued * at 
$2,841,630 

May 1986....... 34,225 ranges, valued at 
2,310,638 

5 Mos. 1937..... 182,094 ranges, valued at 
$12,941,645 

5 Mos. 1936..... 125,661 ranges, valued at 
$8,666,250 


Saturation, January 1937—1,735,450 
homes, or 7.9% of total wired homes. 


VACUUM CLEANERS 


The unfailing stability of vacuum 
cleaner sales was apparent again in May. 
From the Vacuum Cleaner Manufac- 
turers Association comes the report that 
unit sales of floor models were up 19.7% 
in May 1937 compared with May 1936 
and 72.9% compared with May 1935. 
Hand cleaners were reported to be 
32.7% above May 1936 and 56.2% above 
May 1935. 

Thus, for the first five months of the 
year, floor cleaner sales are running 
27.8% ahead of comparable business of 
1936 and 63.5% ahead of 1935, while 
hand cleaners are 47.5% in excess of 
1936 comparable records and 66.9% in 
excess of 1935. 

Following are compilations of indus- 
try sales released by the Vacuum Cleaner 
Manufacturers Association: 


BE Ska ceive cc cdccecee 125,921 floor 
42,688 hand 

MN, 2sdus bth nonnzens 105,178 floor 
32,175 hand 

(>) 619,393 floor 
216,006 hand 

DE FIs ovis vinsindsgcheas 484,556 floor 
146,409 hand 


Saturation, January 1937—10,700,039 
homes, or 48.9% of total wired homes. 


WATER HEATERS 


From NEMA compilations comparing 
sales of 11 manufacturers in 1937 with 
10 in 1936, a gain of 32.8% is apparent 
in the unit volume of household storage- 
tank water heaters sold in May 1937 
versus May 1936. It is also indicated 
in the NEMA reports that at manu- 
facturers’ value the May 1937 average 
price was $48.65, or 6.4% above the 
average price of $45.74 in May a year 
ago. 

For the five months the accumulative 
unit gain amounts to 45.6% over com- 
parable sales of last year, while the total 
manufacturers’ value because of the rise 
in average prices has advanced 49.0%. 


le ee 14,132 units, valued* 
at $687,472 

; 2. 10,639 units, valued 
at $486,587 

§. MOS. 1967 ..605< 48,016 units, valued 
at $2,261,468 

5 Mos. 1936....... 32,979 units, valued 


at $1,517,883 


* Manufacturers’, not retail, value. 
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will come first, he believes, via the 
business man in his air conditioned 
ofice. Already there are thousands 
of them in the country whose places 
of business are’ air conditioned and 
who have to look forward at night to 
leaving their cool, healthful offices and 
going home to a stuffy, hot house. 
While comparatively few of them will 
think in terms of installing a com- 
plete year-round air conditioning sys- 
tem in the home, they will be sus- 
ceptible to suggestions for cooling a 
single room or, at best, installing an 
attic ventilating fan to reduce the 
temperature eight or ten degrees dur- 


ing the day. 
“The portable room cooler, of 
course, is the natural and coming 


product to sell the residential market,” 
he said. “When I first got into the re- 
frigeration business in 1927 with the 
Rex Cole organization in New York 
City, refrigerators were comparatively 
high in price. The cheapest cost 
somewhere in the region of $350. 
Sales had not begun their phenomenal 
climb to the million and more units a 
year we are familiar with today. 

“Well, the portable room cooler is 
in an analogous position. The price 
is still a little too high ($350 to $400) 
because we have not got into quantity 
production yet. But I’d like to go on 
record as saying that the room cooler 
market is potentially bigger than even 
the refrigeration market. That’s why 
it is important that dealers begin now 
to see the opportunities that are wait- 
ing just ahead. There was plenty of 
money made in refrigeration and 
there’s plenty still being made. The 
room cooler will duplicate it. As soon 
as the market and the sales permit us 
to sell room coolers below $300 we 
have a new and greater refrigeration 
business on our hands.” 

Room cooler sales are not even as 
confined as refrigerator sales, another 
executive of the company, H. G. Mc- 
Cullough, pointed out: 

“There are many houses where the 
sale of two room coolers is an easily 
seen possibility and, in addition, there 
is the small office market of the en- 
tire country open to development—a 
business that you can’t touch with the 
household refrigerator.” 


Getting Into Air Conditioning Business 


(CONTINUED FROM PAGE 24) 





Where the sale of a room cooler is 
still slightly beyond the pocketbook of 
some home-owners, there is a natural 
gravitation to the attic fan—a form 
of air conditioning that can be pur- 
chased for less than $100. That’s 
where the average dealer should be 
getting his start today. He will be 
educating both himself in the first 
principles of the air conditioning busi- 
ness and will be educating his cus- 
tomers at the same time to be think- 
ing in terms of summer cooling which 
will lead at some later date, to a more 
complete system. 

At the S. S. Fretz, Jr. showrooms, 
where, it should be remembered the 
company is set up to provide all types 
of air conditioning installations, the 
window display consists of an attic 
fan and a couple of placards telling 
what the fan will do for inexpensive 
summer cooling. 

“It might surprise you to know,” 
Mr. Heggie commented, “that that 
window display sold three attic fans 
for us today alone. Can you tell me 
any form of air conditioning where 
sales can be made off the floor from a 
window display? And yet many deal- 
ers we have talked to seem to think 
that the price of the attic fan is too 
high. They are selling washing ma- 
chines at around the $100 price class, 
refrigerators for $150 and $200, oil 
burners at $300 and yet a big attic 
fan that will keep the family cool all 
summer and sells for less than $100 
seems to have them worried. I can’t 
figure it out. 

“Their whole investment for taking 
the logical short cut into the air con- 
ditioning business would cost them a 
little over $50—the price of one attic 
fan. All the rest they need is a ware- 
house nearby where they could re- 
order. Any specialty salesman, out 
on a cold canvass can sell attic fans. 
We do it right here every day. The 
prospects are all over the place.” 

From the attic fan which helps the 
dealer get his feet wet in the air con- 
ditioning business, it’s only a short 
plunge into the room cooler market. 
And the dealer who gets started now 
is the dealer who is going to be in the 
big room cooler business that is al- 
ready under way. 








“Oh Boy!—Here comes the sun again!" 
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+ 
Marion 
FEATURES AT 
MARION PRICES 






@ When you try to match the in-built qual- 
ity at anywhere near the price, you realize the 
extra values in the Marion Electric Range line. 
Optional and inter-changeable features give 
Marion dealers a complete line to meet every sales 
opportunity with a minimum stock investment. 

Smartly streamlined beauty, welded steel 
construction, spun glass insalation, plus ex- 
ceptional convenience and economy features— 
all at highly attractive prices—make it easier 
to sell Marions. Write now for. details— 
without the least obligation to you. 


RUTENBER ELECTRIC COMPANY 


MARION, INDIANA 










=< 


MARION 
Model 442AMC 


MANUFACTURERS OF ELECTRIC RANGES Continuously FOR 25 YEARS 


FEATURES MAKE THE SALE— 
ali Bbtne ch 


S Mixer that make it so popular with dealer and consumer alike. For the 
dealer they provide highly effective selling points that keep sales clicking. 
For the consumer they mean the highest standard in food mixer performance. 
Homemakers everywhere know about these exclusive Hamilton Beach features. 
Into their homes, consistently, go millions of advertisements through a tested 
group of leading national magazines. 

Enjoy the extra profits that come with these extra sales pulling features. And 
protect these profits with the Hamilton Beach Wholesaler-Retailer distribution 
policy. Order from your Jobber's salesman. Write us direct for a complete 
array of sales stimulating dealer helps. They're FREE. 


HAMILTON BEACH CO., Division Scovill Mfg. Co.,. RACINE, WIS. 


Only 


HAMILTON BEACH 
Has All. These Features 


Any Speed Desired 
Steady, Full Power at All Speeds 
Portable Mixing Unit 

Single Control Switch 

One-hand Operation 

Bowl Control For Thorough Mixing 
Double Guarded Beaters in One Unit 
No Radio Interference 
Labor-Saving Attachments 


ie 4 ! 
AMILTON BEAL 
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$1.00 per line per insertion. 
} med in small black face type.) 
ine. 





UNDISPLAYED RATE 


Minimum charge $4.00. 
! Fractions of a line count as a 
Discount of 10%, if full payment is made in advance for 
4 consecutive insertions of undisplayed ads. 


AND 


(First 


PARTS —ACCESSORIES 


SERVICES 


DISPLAYED RATE 


1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 
per in.; 12 inches—$10.50 per in. 
is measured vertically on one column.) 
columns—48 inches to a page. 


(An advertising inch 
There are 4 


ISSUE CLOSES 


Advertising forms close on the 20th of each month 
for the next month’s issue. If proof is to 
mitted, copy and instructions should be in New York 
at least 5 days prior to closing. 


be sub- 





























COMPANY 


1728 South Michigan Avenue 
CHICAGO 


BRANCHES 


New York — Cleveland — St. Louis 





Get this NEW 
BARGAIN CATALOG 


Distributors and Jobbers of 
America’s finest manufac- 
turers in refrigeration 








From Crispers to Highsides, 
from Accessories to Air Con- 
ditioning, equipment 
from Artificial Food 
for displaying refriger- 
ators to Refrigerated 
Display Cases for Dis- 
playing food. Every- 
thing in refrigeration 
accessories, equipment 
tools and supplies. The 
most complete line in 
the world. 






















ARMATURE 
REWINDING 


Motor Repair—All Types 

e stock vacuum cleaner parts 
Write for prices and Catalog 
WILLMAN ELECTRIC CO. 

12506 Dexter, Detroit, Mich. 











BAGS 





BIG PROFIT SPECIALTIES—Replacement 

Vacuum Cleaner Bags, Mangle Roller 
Covers, Elec. Heating Pads. Wash. Mach. 
Covers—Elec. Fan Covers. Write for infor- 
mation. Ohic Textile Spec. Co., 3440 W. 54th 
St., Cleveland, O. 











15 Cents a Worp. Minimum CHarce $3.00 

Positions Wanted (full or part time salaried 
employment only) % the above rates 
payable in advance. 

Boz Numbere—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words. 

Discount of 10% if full payment is made 
in advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : : MERCHANDISE 
empcorment : OPPORTUNITIES” : susiness 
UNDISPLAYED RATES DISPLAYED 





Individual Spaces with border rules for 
pene display of advertisements. 
$8.00 


BORED cccccccccccesccccccs 
2 OF BS imches....cccccccces 7.80 per inch 
© OP F Wei nsedcscocnses 7.60 per inch 


7.40 per inch 

An advertising inch is measured vertically 
on a column—4 columns—48 inches to a 
page. Contract rates on request. 














POSITION WANTED 

















CREDIT AND COLLECTION MANAGER— 
Installment, married, long successful record 
supervising furniture, radio and appliance 
accounts with outstanding concerns, desires 
to associate with Chicago or adjacent or- 
ganization Thoroughly qualified to assume 
complete charge of chain or large volume 
PW-489, 520 No. Michigan Ave., Chicago, III. 
SALESMEN WANTED 
SALESMEN WANTED. For wholesale elec- 
trical jobbers and dealers trade to carry 
small line of lamps. Mozart Specialty Corp., 
7-9 N. Racine Avenue, Chicago, Ill. 


REPRESENTATIVE WANTED 


NATIONALLY KNOWN RADIO MANUFAC- 

TURER wants manufacturers representa- 
tive with following among electrical and 
appliance dealers with retail radio depart- 
ments Must be able to establish dealer 








outlets for leading radio line. Permanent 
proposition for right men. State age, ex- 
perience, employment past five years. Re- 
plies confidential. Morris & Davidson, 
Advertising Agents, 430 N. Michigan Ave., 


Chicago, Il. 
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FOR SALE 














Contractors Attention 
New Bucket Blade Exhaust Fans 


equipped with GE motors 16” $22.50, 18” 
$28.50, 24” $55.00. Order sample, limited 
quantity 


FS-488, Electric Merchandising 





520 No. Michigan Ave., Chicago, Il. 














WANTED | 








DESK FANS 


110 and 200 Volts D.C. 


ARNESSEN ELECTRIC Co. 
13 Water Street New York, N. Y. 








Handle your refrigerators, 
ranges, radios, kitehen ecabi- 
nets with ORANGEVILLE 
=» & oeeeee upholstered 

The only truck with 


Newly rubber 








throu 
venient sizes. Write for ‘o- 
tails and prices. 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 





Semeated quis Genge catia 


wobeisteved 





ORANGEVILLE MFG. CO., Orangeville (Columbia Co.) Penna. 



















































TRY THIS THERMOMETER 


ON 15 DAY TRIAL 





@ Here is a reliable recording ther- 
mometer at a price you can afford. 
Only $18! Designed particularly for 
service work. You must see it to 
appreciate its exclusive features; 
to learn why it is easy to operate. 
Hundreds use Practical thermom- 
eters to check refrigerators, air-con- 
ditioners, etc. Find out all about this 
instrument. Ask your 
jobber or write to us. 


SEND FOR TRIAL OFFER 
Mail this ad with your letterhead 
to get latest folder on this amaz- 
ing instrument and 15 Day Trial 
inspection offer. 


PRACTICAL ging 


Practical Instrument Co. 2717-B WN. Ashland, Chicago 








$500,000 GENUINE 
MAJESTIC-GRIGSBY GRUNOW 
REFRIGERATOR & 
RADIO PARTS. 

2000 REFRIG- TEED 18 MONTHS. 
SEND FOR PRICE LIST. 
G & G GENUINE MAJESTIC RE- 
FRIGERATOR & RADIO PARTS SERVICE 


© 5801 W. DICKENS AVE. CHICAGO, ILL. 


UNITS 






















Attention: Cleaner Repair Men 


Make every job show you a bigger poets by using 
“‘Saper’’ replacement parts. ring you 
real savings—quality service — 
L — for Catalog No. 11 just off the press—48 

“Saper Specials’’ that have made satis- 
fed ¢ customers from coast to coast. Address Dept. M, 


E HAROLD E. SAPER CO. 
806 Woe Washington Blvd. CHICAGO 








VACUUM CLEANER ARMATURES 
Rewound Exchange Price $1.00 


All types of small Armatures rewound at reason- 
able prices. Finest Workmanship. Prompt Service. 


Send for Vacuum Cleaner Parts Catalog 
NATIONAL VACUUM CLEANER 
SUPPLY CO 


27 E. 14th St.. New York City 











Is it complete? 


or men available. 


in the 





YOUR ORGANIZATION 


Are you thinking of expanding itP 


Naturally, for vacancies or additions to your 
staff you are anxious to secure the best man 


The 25,000 readers of Electrical Merchandising are all men who—like 
yourself—are associated with the merchandising of electrical appliances. 
Their interest covers every phase of this business ranging from manage- 
ment, sales or servicing employment to investment opportunities associ- 
ated with the establishing of new businesses, partnerships, products, etc., 
etc., etc. If you have an employment or business opportunity to offer 
these men you can do so effectively and at small cost through advertising 


Searchlight Section 
ELECTRICAL MERCHANDISING 
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Pioneer coach-builders, and the 
only makers of commercial 
eaches exclusively, SCHELBRO 
Sales Engineers have improved 
the selling methods of hundreds 
of the Nation’s leading manufac- 
turers and distributors. 








Among the nationally famous 
products “Sold on Wheels” with 
the SCHELBRO Sales Coach are: 
ABC Washers, Parker Pens, 
Knapp-Monarch appliances, Den- 
nison, Easy Washers, Stewart- 
Warner, Zenith, Thor Washers, 
Motorola, Valvoline, Crosley. 







Catalog and quotations gladly furnished on 
request . . . without obligation. 


SCHELM BROS. Inc. 


Interior of Gellman Bread Slicer display 
coach shown below. 


PEORIA 
ILLINOIS 








The 


forethoughtful 
electrical appliance 
retailer checks the 
progress of his own 
business with that of 
the electrical appliance 
industry as a whole— 
as reported monthly in 
ELECTRICAL 
MERCHANDIS- 
ING. 


Yes—and he scans the 
advertising pages of 
ELECTRICAL 
MERCHANDIS- 
ING for news of the 
timely, “salable” mer- 
chandise that he knows 
will help him increase 
sales—and profits. 
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Reclaiming the Basement 


gus CONTINUED FROM PAGE 27 





tioning as a sure method of making 
the stuffiest old cellar into an airy 
basementorium. If the prospect can’t 
afford an air conditioner, the com- 
pany sells electric window ventilators, 
which are particularly helpful in 
clearing smoke out of modernized 
basements and they have made a num- 
ber of sales for this purpose. When 
many good smokers get together in a 
recreation basement, the smoke makes 
the atmosphere pretty heavy unless au- 
tomatic means are taken for ventila- 
tion. The electric window ventilator 
or air conditioner are the solutions to 
the problem of efficient basement ven- 
tilation, says Hawvermale. 

There are six general classifications 
of planned basement rooms :—hobby, 
recreation, study, sports, rumpus, and 
utility rooms. All of these rooms of- 
fer possibilities for selling goods sold 
by electrical dealers, such as electric 
power tools in hobby rooms, electric 
exercisers in sports rooms, radios in 
recreation rooms, vacuum cleaners in 
all basement rooms, electric ranges, re- 
frigerators, ironers, washing machines 
and small electrical appliances in util- 
ity rooms or household workshops 
where the housewife can sew, cook 
light meals, can, launder, mend and do 
other household chores without dis- 
rupting upstairs rooms with too much 
debris. 

Says Mr. Hawvermale, “One reason 
why American householders are build- 
ing castles underground instead of cas- 
tles in the air is the fact that auto- 
matic heat is now down to the average 
householder’s pocketbook. He can ac- 
quire automatic heat and a modest 
planned basement for $500 or there- 
abouts today. A few years ago it 
would have cost him three times that 
amount. Moreover, the basemen- 
torium affords a household approxi- 
mately 20 per cent more livable space 
and increases the value of a home 
proportionately. A basement play- 
room offers a haven for children on 
rainy days, and a place to keep them 
off motor-mad highways, a big appeal 
to anxious mothers. In numerous 
instances, Worsfold and Hawvermale 
have sold oil burners by emphasizing 
the “Safety for Children” phase of a 
basementorium. There are so many 
other advantages of the basementor- 
ium that the retailer of electrical mer- 
chandise who digs down in the dirty 
cellar after sales volume will come up 
with substantial profits on automatic 
heating appliances, air conditioning 
and major household appliances.” 

Mr. Hawvermale reports that many 
luxurious basementoriums are to be 
found in his territory, some household- 
ers spending thousands on cellar re- 
clamation, while others spend only a 
few hundred dollars.. The basemen- 
torium is flexible enough to serve as a 
reading place for Grandma or a play- 
ground for Junior, a home workshop 
for a physician or a lounging room 
for the mechanic, a clean, comfortable 
fit-to-live-in part of the house for 
rich or poor. The man who can af- 
ford a small car can now afford au- 
tomatic heat and a basementorium and 
he can buy the entire job on install- 
ments. 
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LAST CALL 


FOR FANS 






Check your fan stock now . . . why lose sales? Oscillating. 


R & M Junior Fans are the economy fans that $16.95 
you need now, to round out the season. 
Think of a 10-inch R & M oscillating fan to 
retail for only $8.95! It delivers 610 cubic feet Ram 
of air per minute; has the same motor bearings oo 
Oscillating. 


and oscillating mechanism that are used in 
higher priced R & M fans. With its new Mo- 
rocco finish and improved guard, it’s a beauty. 
Other tops in value are the 8-inch non-oscil- 
lating Junior selling for $3.45; and the 12-inch 
oscillator at $16.95. 

Always reliable R & M quality insures satis- 
faction, protects good will. Order Juniors to- 
day—we'll hurry! . . . Robbins & Myers, Inc., 
Springfield, Ohio; Brantford, Ont. 


ROBBINS & MYERS 


8-in. 
Non-Oscillating. 


$3.45 


NOTE: Ail of these fans 
can be mounted on the wall 
in this way. 


ATMA 


FANS -« CRANES + FOUNDED 1878 


MOTORS + HOISTS e- 
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Building 
To the Editor: 


In reading over your editorial in the 
June issue of Merchandising, just 
wondered if vou had the figures right 
and am I wrong along with the chap 
of whom you spoke. 

The dope I have is that these more 
or less, United States need 6,000,000 
new dwellings to come up to par and 
create no surplus. Also that there was 
expected that 450,000 of these dwell- 
ings be erected in 1937. (page Dr. 
G. W. Allison) 

From your figures showing actual 
performance for the first four months 
and assuming an average value of 
$5000 would show 204,000 homes for 
the year, if the last eight months are 
as good as the first four. There is 
much chance for slippage in these fig- 
ures but they do show an indication 
that the new dwelling building is not 
up to what was anticipated, at least 
in the areas of any orbit. 

[t is pleasingly true that 1937 is 
much ahead of 1936 and 1935 or be- 
fore is just history and an unpleasant 
memory. The records show pronounced 
improvement over last year. Many of 
my acquaintances are content to base 
their sales performance on that basis; 
whereas my index is what are the 



































































possibilities—what should we achieve: 

Am still of the opinion that the new 
building renaissance struck some obsta- 
cle that showed it down to what might 
be argued was about 50% of expec- 
tation. 


C. A. Nasu, Vice-President 
United Light and Power Engi- 
neering & Construction Co., 
Davenport, Ia. 
Editor's Note: 

Mr. Nash’s arithmetic is not only 
right but conservative. The actual 
average for the first three months 
of this year is $5,584, which would 
bring the total number of homes on 
this projection to a still lower basis. 
It is true that the largest building 
months are May, June and July, and 
it is expected that this quarter will 
affect the year’s figures more favor- 
ably than the first four months indi- 
cate. The figures quoted were the 
Dodge figures, which apply to 37 
states only and are said to represent 
approximately 83% of the total 
building. But building, as Mr. Nash 
correctly points out, has struck some 
obstacles and is not likely to reach 
expectation for the year. 


Timer 


To the Editor: 

I have just gone through the splen- 
did May issue of Electrical Merchan- 
dising. In going through the Index, I 
noticed under “S” “switch, Mark time 
—84” and under “M” in the Index 
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“Mark time switch—84” and turned to 
page 84 to see what reference was 
made to Mark Time switches which, 
as you know, are manufactured by the 
M. H. Rhodes Co. Inc. under the name 
“Mark Time.” After reading through 
the matter on page 84 I found under 
the head “Nursery,” reference to the 
use of health lamps in which the reader 
is informed that “This type of health 
lamp is equipped, for complete safety, 
with an Automatic Timer .. .” Since 
there was no explanation that the de- 
scription “Mark Time switches” re- 
ferred to the trade name of a special 
make of automatic timer, I immediately 
found myself “raring” to write another 
letter to an editor on the confoundedly 
confusing misconception under which 
the average electrical publication la- 
bors, namely, that a time switch is an 
automatic timer and an automatic 
timer is a time switch. To make my 
point clearer, perhaps, I might use a 
paraphrase and say: Your Editor, no 
doubt, assumes that because every 
horse (time switch) is an animal (au- 
tomatic timer), every animal (auto- 
matic timer) is a horse (time switch). 
How incorrect he is in that assumption, 
we could easily demonstrate to him 
if he would spend one day in this office 
answering inquiries for information 
on time switches, when the inquirer 
actually is interested in automatic 
timers. You see, we really sell both. 

We have in the past, taken great 
pains to explain the difference between 
the generic term “time switch” and the 
specific “automatic timer.” I admit, 
however, that I have found this a 
difficult task and believe (although my 
fingers are still crossed) that one pub- 
lication uses the correct terminology. 
There may, yet, be some who will take 
issue with me on this matter (which 
has become a pet peeve) by dismissing 
the argument with the suggestion that 
it makes a distinction without a dif- 
ference. 

I fear I have gone too far afield 
and taken too much of your time to 
say more regarding the effect of the 
index-reference on the average reader. 
I had intended to say, no matter what 
term will eventually be favored, that 
there still is justification for a protest 
to the use of a trade name, i.e. “Mark 
Time” switches, as a synonym for 
automatic timers. I had intended to 
suggest that, if this were the moving 
thought, that Walser would be the 
better name to use—since Walser is a 
pioneer in the automatic timer and 
time switch field and recognized as 
such for a considerable period. The 
first timers used as standard equipment 
on a sun lamp were Walser timers 
and one of the prominent (if not most 
prominent) manufacturers is being 
supplied with timers by us. But, I am 
afraid I will have to leave that part out. 

Thank you for your patience. 


W. J. Rickert, 
IValser Automatic Timer Company 
New York, 
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@ THE LOVELL AUTOMATIC SAFETY CLUTCH 
N appeals to washer buyers because it makes the Lovell 
| Wringer super safe ... stops both rolls at the same 


instant that the release bar is struck. 


The Lovell Automatic Safety Clutch is positive in action, 
simple in design—has only two parts. Built entirely 
within the wringer frame. Operates independently of 


wringer control levers and wringer gears. 


Here is another tangible result of Lovell’s engineering efforts 


to increase sales of Lovell-equipped washers by giving them 





superlative appeal to buyers. Send for descriptive folder. 


Other Lovell Features Include 


l. Strong, Rust-proof Steel Frames 
, 2. Long Wearing Hand-Made Rolls 
3. Self-lubricating Bearings 

| 4. Positive Pressure Releases 

5. Instant Reset Levers 

) 6. Adjustable Pressure 

7. Evenly Balanced Pressure 

8. Automatic Drain Flumes 


9. Automatic Safety Clutch 






ERIE, PENNSYLVANIA 





THE LOVELL MANUFACTURING COMPANY 

























A— Automatic Safety Clutch. 8— Automatic Safety Clutch 
Drive Pin. C— Automatic Safety Clutch Spring. D — Drive 
Shaft Coupling. €—Lower Roll Bearing. f — Lower Roll. 


G—Wringer Frame. 


Top view shows Lovell Automatic Safety Clutch (A) engaged 
with drive pin (Bb) on lower roll shaft—both rolls turning. 
Lower view shows how safety clutch is disengaged from drive 
pin when pressure is released—both rolls stopped. Parts (A) 
and (C) are the ONLY two parts that comprise the Lovell 
Automatic Safety Clutch. 
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SEE HOW FRIGIDAIRE mevée-inise 
MAKES IGE CACAPER THAN YOU CAN BUY | 


SLASHES CURRENT COST!-KEEPS FOOD SAFER,TOO; 
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Dealers’ Showrooms to 


Frigidaire’s Amazing Ice-Ability Demonstration! 


® Beehives of activity! That describes 
Frigidaire Dealers’ showrooms every- 
where, as Frigidaire’s biggest Mid-Sum- 
mer Campaign gets under way. Crowds 
are swarming to see Proof of Frigidaire’s 
Greater Ice- Ability... Proof of how, in 


_ practically every locality, Frigidaire with 


the Meter-Miser makes ice cheaper than 
it can be bought for home use... Proof 
of the most complete ice service ever 
known! And they are staying to buy! 


Made Only by J 
G 


Only Frigidaire Dealers can cash in 
this spectacular event that is winnl 
sales everywhere. Conceived and plan 
by Frigidaire, it is but further eviden 
the factory cooperation that is help 
Frigidaire Dealers dominate their té 
tories and maintain their rapid selli 
pace that has sped them to new 
records in 1937. 


FRIGIDAIRE DIVISION 
General Motors Sales Corporation, Dayton, Obi 


eae General Motors 





